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ABSTRACT 
The market competition in priority banking services in Hong Kong has 
become stronger as the service providers have extended from several leading banks to 
some medium-sized or even smaller-sized banks. As such, there is a need for 
information regarding the benefits preferred by customers and the relative positions of 
various banks offering priority banking services. 
Based on the conceptual framework of perceptual map by factor analysis , a 
survey was conducted in this study to identify the two major benefits sought by 
customers for priority banking services, which are "Service Quality" and "Reasonable 
Price". A perceptual map was plotted according to the survey results to find out the 
relative positions of five subject banks which provide priority banking services. 
Results show that Hongkong Bank Asset Vantage Account and Hang Seng Bank 
Bank Smart Account appear to be the market leaders in priority banking services, 
which is true in reality. 
This study also includes a survey aiming at identifying the factors affecting the 
consumers' decision of subscribing priority banking services. Structural Equation 
Modeling indicates that intention to subscribe priority banking services is directly 
influenced by attitude toward using priority banking. Attitude toward using priority 
banking is， in tum, positively affected by perceived benefits from using priority 
banking services and subjective norm. Subjective norm, on the other hand, is 
positively affected by perceived approval of important others in using priority 
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banking. Managerial implications for both perceptual map by factor analysis and 
structural equation modeling are also discussed in this paper. 
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Up to April 1998, there are 177 licensed banks in Hong Kong. Competition 
among the retail banking business has been very keen for the last decade in Hong 
Kong. The expensive operating costs including office premises & human resources 
have given much pressure to the banks in Hong Kong to justify their costs by the 
potential gains. It is a strategy for many sizeable banks or financial institutions 
throughout the world to differentiate their customers according to their profit 
potentials (Carroll, 1997). The rationale is to attract and maintain the profitable ones 
and keep the non-profitable ones at a minimum level. 
Clients with stronger financial abilities tend to be more profitable. They may 
have the ability to make a substantial amount of deposit into the bank. Or they may 
have more opportunities to invest and to buy the various products or services of the 
banks. 
However, on the other hand, the demand of such clients may be different from 
the other ordinary clients. It will be more difficult to satisfy them. Additional or even 
tailored-made services must be provided to capture this segment of customers and 
maintain their customer loyalty, if any. 
The launch of priority banking services was based on the above-mentioned 
basic assumption. Profitable clients are differentiated out from the ordinary ones. 
2 
Privileged services & special personal care are provided for better customer 
satisfaction and hopefully, better profit returns. 
Only a few leading banks provided priority banking services when the services 
were first launched. However, the service providers have increased a lot during these 
few years and extended from leading banks to some smaller-sized banks. 
As the market competition in priority banking services has become stronger, 
there is a need for information regarding the benefits preferred by customers and 
relative positions of various banks offering priority banking services. 
Objectives ofThis Study 
The first objective of this study is to identify the relative positions of several 
competing brands of priority banking services based on the consumers' perceptual 
beliefs. Priority banking services focus on service privileges and special personal care 
for the customers. Banks spend quite some resources in building up such an 
outstanding quality image for their priority banking services, aiming at creating some 
positive perceptual beliefs and then a positive buying decision. A perceptual map is 
used in our study to compare the customer perceptual beliefs toward the different 
brands of priority banking services, which include some market leaders and market 
followers. Re-engineering of the brands' product features & marketing 
communications is recommended according to the perceptual map findings. 
The second objective of this study is to identify the factors affecting the 
consumers' decision of subscribing priority banking services. Theory of Reasoned 
Action was applied and examined by a survey. The relationships among a customer 
buying intention, personal attitude and subjective norm toward the subscription of 
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priority banking services were studied. Based on a modified model, some 
recommendations on the marketing strategies were made to strengthen the positive 
buying behavior for priority banking services. 
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CHAPTER II 
THE FEATURES OF PRIORITY BANKING SERVICES 
The General Features ofPriority Banking Services 
The basic features of priority banking services are privileged services in terms 
of preferential financial benefits, convenience, efficiency and personal care. When 
opening a priority banking account, a customer normally needs to pay a minimum 
amount of deposit and always maintain his asset balance at this minimum level or 
above. Privileged services of a priority banking account are normally provided in the 
following ways: 
Financial Benefits 
Preferential interest & exchange rates are often available. Discounts on 
handling charges such as bank draft purchase & traveler cheque commission are 
offered. Some banks even waive the credit card annual fees for a life-time period for 
their priority banking account holders. Standby overdraft facility is provided 
automatically without any extra application procedure or fees. 
Convenience & Efficiency 
Access to the priority banking services is made as easy as possible. 24-hour 
phone banking services have been the basic features for ordinary bank clients. For 
priority banking account clients, the banks will provide more service options on the 
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phone banking such as opening fixed deposit accounts, buying securities & 
investment funds, etc. Also, priority banking account clients can choose to speak to a 
customer service officer and give instructions to the officer direct instead of just 
pressing keys on the phone via the automatic operational system. 
Service counters are designated at the branch offices for priority banking 
account holders. They can then avoid lining up with other ordinary clients to save 
time. Some banks even operate some well-decorated & spacious personal financial 
centers, where only priority banking account holders can use. 
Personal Care 
Almost all priority banking service providers emphasis that they can take care 
of the personal needs of each customer. Some of them assign a designated account 
officer or manager to provide consultation & advice on the financial affairs of the 
customers. Investment consultation is normally highlighted. Information on 
investment situation and opportunities are available for the customers in a convenient 
& efficient way. 
Product Features of the Five Subject Banks 
Five different banks were selected to be the subjects in this study. Product 
features of their priority banking services are as follows: 
Hong Kong Bank - Asset Vantage Account 
Hong Kong Bank was the first bank launching the priority banking services in 
Hong Kong. The service features of their Asset Vantage Account include the 
consolidation of 25 banking services (savings & fixed deposits, both in local currency 
or foreign currencies, overdraft account & other investment accounts, etc.) into one 
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single account, phone banking (customers may choose to be served by bank officers 
over phone or by an automatic system), designated express service counters at branch, 
preferential interest rates (the greater the assets, the better the rates), world-wide 
banking services and world-wide emergency support. 
Besides, the most outstanding service feature is the personal financial centre. 
Asset Vantage account holders may visit such well-decorated centres to proceed all 
their banking activities. The personal financial centre acts notjust only a branch but a 
comfort place that designated professional staff can entertain the customers' personal 
financial needs. 
Hang Seng Bank - Bank Smart Account 
The services provided by Hang Seng Bank's Bank Smart Account are more or 
less the same as the ones of Hong Kong Bank. These include all-in-one account 
(consolidation of various accounts into one single account), 24-hour phone banking 
services, global cash withdrawals, investment options and daily forex market 
commentary, overdraft facilities, preferential interest and exchange rates, overdraft 
protection and designated service counter at the branch offices. Unlike Hong Kong 
bank, Hang Seng Bank does not operate any personal financial centres for the Bank 
Smart Account holder. However, they offer some exclusive Travel-Related Privileges 
to the Bank Smart Account holder. Transportation, accommodation & tour package 
bookings are available. Moreover, up to 35% off room reservations at the world finest 
hotel chains will be provided to the Bank Smart Account holder. 
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Standard Chartered Bank - Priority Banking 
The service features of Standard Chartered Priority Banking are closely 
benchmarked to the ones of Hong Kong Bank & Hang Seng Bank. But the service 
focus is on the personal care given to the customers. 
In addition to the personal financial centres, Standard Chartered makes the 
service much more personal & professional by assigning one Customer Relationship 
Manager to each account holder for all financial consultation matters, which is named 
as the “Personal Financial Planning Program". They emphasise that their Customer 
Relationship Managers are high calibre persons who must have a qualification from 
the Securities Institute of London. Investment services are highlighted in Priority 
Banking. They will provide their account holders with investment information via fax 
and even a "stock-price alert" service via pager or mobile phone reminding the 
account holder of their pre-set stock prices. 
Basic privileges of Priority Banking include preferential rates, designated 
service counters at branches and 24-hour phone banking services. Moreover, account 
holder may use their "pre-arranged" services to purchase cashier order, traveller 
cheques or gift cheques and so on over phone and then collect them at the branch later 
to save waiting time. 
Yien Yieh Bank - Prestige Bank Account 
Compared with the above-mentioned three banks, Yien Yieh Bank is a smaller 
bank with 28 branch offices in Hong Kong. But Yien Yieh Bank is one of the 12 
member banks ofthe Bank of China Group and customers may use the other member 
banks facilities to perform daily banking services. 
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Apart from the basic service features of preferential rates, phone banking and a 
HK$10,000 overdraft protection, the most outstanding product feature of Prestige 
Bank Account is a designated officer for the account holder. While the branch 
network of Yien Yieh is small, its target clients are somewhat the inhabitants working 
or living neighbourhood. The bank service strategy has been quite personal. 
Customers & bank staff are well known by each other. To further build up an 
outstanding image for its Prestige banking service, a designated officer will strengthen 
the personal relationship between the customer and the bank. The designated officer 
not only provides banking services but also, acts as the investment consultant for the 
customer. Unlike Standard Chartered, Yien Yieh Bank does not put much emphasis 
on the professional image but just a helpful and friendly image on their designated 
Prestige Bank Account officers. 
Belgian Bank - Premier Banking 
Belgian Bank is a smaller sized bank with 30 branch offices. Belgian Bank 
Premier Banking offers basic services such as preferential interest or exchange rates, 
standby overdraft on demand, designated service counter, phone banking and one 
consolidated statement for various accounts. The only exclusive benefit is a "Real 
Option for Time-Deposits". For fixed deposits of HK$500,000 or above, a Premier 
Banking customer may terminate the deposit contract at any time they want. Entitled 
interests will be offered to them without charging them any penalty. Customer may 
then open a new deposit contract once the fixed deposit interest rate grows up. 
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Pricing Features of the Five Subject Banks 
Table 1 shows the pricing features of the five brands of priority banking 
services in our study. The pricing features of priority banking services include two 
basic elements. First, the maintenance of a minimum asset balance in terms of 
deposits or other investment tools and second, the annual service fees. 
TABLE 1 
PRICmG FEATURES OF THE FIVE SUBJECT BRANDS OF PRIORITY 
BANFONG SERVICES 
Minimum Asset Penalty Fee Annual Fee 
H^ ffia 1 ^  
Hong Kong Bank 200,000 (monthly) 100 (per month) $380 
Standard Chartered 800,000 (yearly) 300 (per year) $480 
Hang Seng 200,000 (daily) 60(permonth) $380 
Belgian Bank 800,000 (monthly) Nil Free 
Yien Yieh Bank 500,000 (monthly) Nil Free 
Source: Service brochures of the banks 
The maintenance of a minimum asset balance is reviewed on a daily, monthly 
or yearly basis. If the reviewed balance is under the required one, some banks may 
impose an additional service fee (named as penalty fee in table 1). Four of the subject 
banks count the asset balance requirement from all consolidated assets of the 
customers, which include cash & securities and others. Only Yien Yieh Bank just 





Two conceptual frameworks are applied in this study: Perceptual Map by 
Factor Analysis and Theory ofReasoned Action. 
Factor analysis is a statistical technique that can help reducing a large number 
of variables into a smaller number of dimensions. In this study, factor analysis is used 
to reduce a large number of product attributes of priority banking services into two 
dimensions of benefits. Based on these two dimensions, a perceptual map showing 
the various banks' positions is created. 
The Theory ofReasoned Action (TORA) is a concept concerning the effects of 
attitudes and subjective norms on behavioural intentions. Different beliefs and 
evaluations form different attitudes toward intentions. From this TORA, our 
Behavioural Intentions Model is established to identify factors affecting consumers' 
decision to subscribe priority banking service. 
Perceptual Map by Factor Analysis 
The Brunswick Lens Model indicates that consumers' subjective perceptions 
of the product benefits play a very important role for the product (Urban & Hauser, 
1993). When receiving the messages from marketing communications including 
advertising, word of mouth, personal selling and so on，consumers tend to use a "len" 
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to filter the complex cues in relation to the product attributes and come to some 
subjective perceptions. Such subjective perceptions will then lead to product 
preferences and eventually affect the consumer buying decision. 
Consumers' perceptions of the product attributes can be plotted into a 
perceptual map, which shows the relative positions of different brands in a category 
based on a set of primary consumer needs from the perception of the consumers. The 
primary consumer needs shown on a perceptual map are normally simplified into two 
dimensions and are reduced from various detailed product attributes, which can be 
called the secondary consumer needs. By knowing the perceived position of a product 
in a perceptual map, a manager may adjust the product perceived position by product 
benefit and marketing communication re-engineering. Such adjustments can be 
operationalized by the detailed secondary consumer needs. 
In our study, respondents expressed their beliefs and perceptions toward 
different product attributes in priority banking services. These attributes are identified 
and grouped into two fundamental factors, according to their correlation coefficients. 
Thus, two factors are used as the dimensions in the perceptual map to compare and 
position the five bank priority banking services. 
Theory ofReasoned Action (TORA) 
According to the TORA model (Hoyer, 1997), the Behavioural Intentions {BP) 
is the function of Attitude toward the Behaviour « , ) and Subjective Norm {SN)\ 
BI 二 Aact + SN = Zb,e, + Zn-j 
bj is cognitive belief; e � i s the evaluation toward the cognitive belief; n^  is normative 
beliefs; m � i s the motivation to comply. Referring to different alternatives in beliefs 
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and evaluations, norms and motivations, this model can predict the Behavioural 
Intentions {BT). Although the BI is not equal to actual behaviour, this model is still 
useful to understand the effects of attitudes and subjective norms in behavioural 
intention, which influence much on actual behavioural decisions. 
While the use of TORA serves the major purpose of predicting one behavior, 
our proposed model is on another focus. This study aims at studying the relationship 
between attitudes, subjective norms and behavioural Intentions, and identifying 
factors affecting consumers' decisions (on attitude and subjective norms) to subscribe 
priority banking service. Our Behavioural Intention Model is: 
BI = A a c t + SN =Zb, + Zrij 
In our hypothetical model, which is shown in figure 1, the evaluation and 
motivation of the original model were neglected because of our research scope. Some 
latent variables were added in the model to explore the factors affecting attitudes and 
subjective norms. A focus group interview with a group of existing users of priority 
banking services was conducted to identify factors affecting attitude toward using 
priority banking services and subjective norm. It is found that benefits of using 
priority banking services and confidence in financial matters gained from using 
priority banking services are potential determinants affecting attitude toward using 
priority banking services while approval by important others is the potential 
determinant of subjective norm toward using priority banking services. 
In this model, our hypotheses are stated as: 
Hj： There is a positive relationship between perceived benefits from using priority 

































































































































































































































































































































H2： There is a positive relationship between perceived confidence gained from 
using priority banking services and attitude toward using priority banking 
services. 
Hj. There is a positive relationship between subjective norm for using priority 
banking services and attitude toward using priority banking services. 
H4： There is a positive relationship between approvals from family and closed 
friends for using priority banking services and subjective norm in using 
priority banking services. 
H5: There is a positive relationship between attitude toward using priority 
banking services and intention to subscribe priority banking services. 
H^: There is a positive relationship between subjective norm for using priority 
banking services and intention to subscribe the priority banking service. 
By testing these hypotheses, our proposed model is evaluated and adjusted to 





Upon the start of this study, two interviews with officers from Hong Kong 
Bank and Standard Chartered Bank were performed to collect general ideas about 
priority banking services such as the service scope, target clients and sales & 
marketing strategies and so on. Such fundamental information is useful to construct 
and analyse this study. 
Sample and Sampling Procedure 
A convenient sampling method is used to reach the potential respondents. One 
hundred and twenty copies of questionnaires were distributed to classmates in part-
time MBA programme of the Chinese University ofHong Kong and colleagues in our 
offices, resulting in 55 complete and useable questionnaires. The characteristics of our 
sample are shown in table 2. 
Data Collection and Questionnaire 
A self-administrated questionnaire survey was conducted to collect data about 
the beliefs & attitudes toward the five different brands of priority banking services 
and the beliefs toward using priority banking services. One hundred and twenty copies 




CHARACTERISTICS OF SAMPLE 
Actual No. % 
Sex: 
Male 30 55 
Female 25 45 
Total: 55 100 
Age: 
Under 20 1 2 
21 - 2 4 6 11 
25 - 30 29 53 
31 - 35 15 27 
36 - 40 3 5 
41 -45 0 0 
46 - 50 1 2 
Total: 55 100 
Major Work Area: 
Accounting 2 4 
Administration 6 11 
Consulting 2 4 
General Management 16 29 
Human Resources 1 2 
Marketing/Sales/Customer Service 18 32 
Information Technology 10 18 
Production / Manufacturing 0 0 
Others 0 0 
Total: 55 100 
Monthly Income (HK$): 
10,001 - 15,000 8 14 
15,001 -20,000 19 34 
20,001 - 30,000 13 24 
30,001 - 40,000 7 13 
40,001 - 50,000 6 11 
50,001 - 60,000 1 2 
60,001 - above 1 2 
Total: ^ 1_^  
There are three sections in the questionnaire. The first section contains eleven 
questions for measuring the respondents' beliefs toward the product attributes of five 
different brands of priority banking services and attitudes toward the brand. The 
17 
product attributes were established after a focus group discussion which intended to 
understand the general perceptions towards priority banking services. The finalised 
attributes include the service quality, benefits from services, charges as well as the 
confidence toward the bank and the service. 
The second section focused the respondents' general beliefs toward priority 
banking services. The respondents expressed their perceptions toward the 
consequences of using the priority banking services. Approvals from closed friend and 
family were also asked in this part to examine the respondents' perception on the 
subjective norms of using the priority banking services. Demographic data were 
collected in the final part of the questionnaire. For details, please see the 
questionnaire in the appendix 1. 
The data collected from the first section of questionnaire were processed in the 
factor analysis and perceptual map analysis. Data from second section were used to 
test the proposed model on Behavioural Intention. Raw data collected are available in 
appendix 2. 
Operationalization: 
Specific operationalization and all other variables needed for the analysis of 
perceptual map and the proposed model are as follows: 
Section One 
Beliefs and Attitudes Toward Different Brands 
ofPriority Banking Services 
Respondents were asked to express their perceptual beliefs toward different 
attributes of the priority banking services of the five subject banks on 10 questions 
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with seven-point Likert scales anchored with "strongly disagree" (1) to "strongly 
agree" (7). “The service fee for Hang Seng Bank Bank Smart Account is reasonable" 
is an illustrative perceptual belief statement. 
There is also a seven-point Likert scale for measuring the respondents' overall 
attitude toward each brand of priority banking service. "My overall attitude toward 
Standard Chartered Bank Priority Banking Services is very positive" is an illustrative 
statement for the attitude toward the brand. 
Section Two 
Beliefs, Attitudes, Subjective Norm And Intention 
Toward Subscribing Priority Banking Service 
Perceived benefits of using priority banking service was measured by a five-
item, seven-point Likert scale anchored with "strongly disagree" (1) to "strongly 
agree" (7). “By using priority banking service I will have a peace of mind in my 
financial planning" is an illustrative statement of the scale item. 
Perceived Approval was measured by a two-item, seven-point Likert scale 
anchored with "strongly disagree" (1) to "strongly agree" (7). "My family will 
approve my decision to use priority banking service" is an illustrative statement of the 
scale item. 
Attitude toward using priority banking services was measured by a single-
item, seven-point Likert scale anchored with "strongly disagree" (1) to "strongly 
agree" (7). “My overall attitude toward priority banking service is very positive" is 
the scale item. 
Subjective norm toward using priority banking services was measured by a 
single-item, seven-point Likert scale anchored with "strongly disagree" (1) to 
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"strongly agree" (7). “I think for the people who is most important to me，his/her 
attitude toward priority banking service is very positive" is the scale item. 
Intention to subscribe priority banking services was measured by a single-
item, seven-point Likert scale anchored with “strongly disagree" (1) to "strongly 
agree" (7). “I intend to subscribe the priority banking service in the near future" is the 
scale item. 
Data Analysis 
In section one, factor analysis and multiple regression are applied to analyse 
the data collected. Factor analysis is used to identify the two major benefits deriving 
from ten variables. The mean factor scores for each brand of priority banking 
services are then calculated and used as co-ordinates to plot the perceptual map. Next, 
multiple regression is used to identify the relationship between attitude toward the 
brand and the two major benefits (factor scores). The objective of the multiple 
regression is to identify the Ideal Vector for the perceptual map by comparing the 
relative weight of each benefit on attitude. All procedures are processed by SAS 
statistical software program. 
In section two, structural equation modeling is applied to understand the 
causal relationships between all constructs. By using the LISREL 8.10 (Joreskog and 
Sorbom, 1993), the hypotheses regarding the causal relatioships among beliefs, 
attitude, subjective norm and intention can be tested. In this way, it can identify the 




Perceptual Map by Factor Analysis 
Factor Analysis 
In section one of the questionnaire, respondents expressed their beliefs toward 
the product attributes of the five brands of priority banking services and their 
attitudes toward each of the five brands. Using factor analysis, two major factors 
were drawn from the ten product attributes. Factor scores for each of the brands are 
calculated and used as the co-ordinates for the perceptual map. 
Factor analysis is a statistical method to locate and identify unities or 
fundamental properties (factors) underlying test and measure. In many researches with 
much variables, it can reduce the number of variables and multiplicity, and greater 
simplicity. During analysis, rotation is a common method to be used. 
Respondents answered eleven questions in section one for their beliefs toward 
the attributes offive different brands ofpriority banking services and attitudes toward 
the brands. Respondents therefore answered a total of 55 questions on seven-point 
scale anchored with "strongly disagree" (1) to "strongly agree" (7). Except question 
) no. 11, which concerns the overall attitude toward a brand of priority banking, other 
questions (1-10) focus on the different attributes of the priority banking services. For 
example, question no. six "Standard Chartered Bank Priority Banking Service is 
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efficient" was asked to measure the belief toward the service efficiency of a specific 
brand of priority banking service. 
From questions one to ten, there are ten variables (xl to xlO). After inputting 
these variables into the program, two factors are identified. Further analysis is then 
done through variance rotation method. Table 3 shows the factor loadings for each 
variable (detailed factor analysis results are available in appendix 3): 
TABLE 3 
ROTATED FACTOR LOADmGS OF BELIEFS 
TOWARD THE PRODUCT ATTRIBUTES 
OF PRIORITY BAKtONG SERVICES 
Beliefs Toward Variable Factor One Factor Two 
Service Quality Reasonable Price 
Operational Resources x l 0.84169 0.09620 
StaffProfessional Level x2 0.84518 0.19844 
Satisfying PersonalNeeds x3 0.74257 0.33560 
Financial Benefits x4 0.44662 0.44020 
Reliability x5 0.76979 0.34505 
Efficiency x6 0.83112 0.28184 
Convenience x7 0.78532 0.30875 
Reasonable Charges x8 0.21656 0.88352 
Subscription Requirement x9 0.23332 0.84965 
Innovation ^ 0.67415 0.36875 
Factor loadings are the correlation coefficients between variables and the 
underlying factors. They range from -1.00 through 0 to 1.00. Higher factor loading 
means higher correlation between variable and the factors. For example, xl has 
0.84169 factor loading on Factor One, but only 0.09692 on Factor Two, which can be 
explained that xl belongs to Factor One. 
Based on this principle, categorisation of the variables into the two Factor 
Groups are done as per the results shown in Table 3. Financial Benefits (question no. 
4) could neither be grouped into Factor One nor Two because of its insignificant 
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factor loading under the both groups. 
According to the nature of the variables grouped under the two factors, Factor 
One was labelled as "Service Quality" and Factor Two, "Reasonable Price". 
Perceptual Mapping 
To plot a perceptual map, the mean factor scores for each brand were 
calculated and the results were shown in table 4: 
TABLE4 
FACTOR SCORES FOR THE FIVE SUBJECT 
BRANDS UNDER TWO FACTORS 
Bank Factor One Factor Two 
Service Quality Reasonable Price 
Mean Std. Dev. Mean Std. Dev. 
Standard CharteredBank 0.2497 0.8082 0.0543 0.9882 
Hang Seng Bank 0.3530 0.8592 0.2590 0.9251 
YienYiehBank -0.6745 0.7646 0.1185 0.9171 
Hong Kong Bank 0.6747 1.0366 -0.3224 1.1990 
BelgianBank -0.6082 0.7322 -0.1093 0.8752 
A positive factor score is resulted if the respondents express a generally more 
positive attitude toward the factor of the brand. On the contrary, a negative score 
means a generally opposite attitude. (For more details about the analysis, please refer 
to appendix 4.) 
A perceptual map (as shown in figure 2) was then plotted by each bank mean 
values on the two factors. The positioning of each bank on the map explains the 
magnitude of two factors for each bank. Appendix 5 is the perceptual map generated 
,\ 
by SAS. 
A multiple regression using attitude toward each brand as the dependent 
variable and the two factor scores as independent variables was performed. Results 
23 
FIGURE TWO 
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Overall attitude = 4.4073 + 0.8605 (Service Quality) + 0.4847 (Reasonable Price) 
Note that both of the parameter estimates are significant but different in 
magnitude. From the result, it can be seen that perceived service quality has more 
impact on attitude toward the brand than perceived reasonable price. 
Consumers tend to acquire the highest service quality levels by paying the 
lowest price. It is important for the bank to offer their services at an optimum level 
with the highest level of quality services by charging a most reasonable price. The 
Ideal Vector on a perceptual map can help the bank setting up this ideal target. An 
Ideal Vector is available by comparing the relative weight of each benefit on an 
attitude. The Ideal Vector must be in the upper right quarter of the perceptual map 
because only in this quarter the perceptions toward service quality and reasonable are 
both positive. The line must also be upward sloping because higher price is expected 
for a higher level of service quality. 
The degree of this Ideal Vector is dependent on the multiple regression model. 
Using the coefficients for service quality & reasonable price in the model and the ratio 
method, the degree for the line is: 
90° = 0.8695 + 0.4847 
The degree to service quality is: 
0.8695/(0.8695+0.4847) x 9 0 � = 57.79° 
Figure 3 shows the perceptual map with this Ideal Vector added. 
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FIGURE THREE 
- — I 
Perceptual Map for Five Banks' Priority Banking Services 
with Ideal Vector 
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Factors Affecting Customer Intention to 
Subscribe Priority Banking Services 
The Original Model 
Data from section two was input into PRELIS2 to generate covariance matrix, 
which in tum was analysed by LISREL8. Modification based on the modification 
index suggested by the program was also performed in the analysis. The result 
(measurement model and structural model) of the modified original model is shown in 
table 5. 
Results show that intention to subscribe priority banking services is positively 
and significantly influenced by attitude toward using priority banking services. 
Attitude toward using priority banking services, in tum, is significantly and positively 
affected by perceived benefits of using priority banking services and subjective norm 
toward using priority banking services but not by perceived confidence in financial 
matters gained from using priority banking services. Finally, subjective norm is 
significantly and positively affected by perceived approval of important others. 
In term of model fit, the modified original model was not adequately fit based 
on the chi-square fit index (x' = 65.49, p = 0,000077). The modified original model, 
however, can be considered as marginally fit based on Joreskog and Sorbom,s (1989) 
GFI (0.82)，Bentler and Bonett's (1980) NFI (0.81) and Bentler's (1990) CFI (0.88). 
The modified model is shown in figure four. Details of the LISREL analysis are 
available in appendix 6. 
Based on the result, it is interesting to note that subjective norm does not have 
direct impact on intention to subscribe priority banking services as hypothesised. 
However, it affects the intention indirectly through attitude toward using priority 
27 
banking services. The main reason for this phenomenon may be the fact that 
subscribing priority banking is a decision that can be made by the person himself or 
herself without consulting important others. The attitude of important others 
(subjective norm), on the other hand, seems to have influence in the formation of 
personal attitude. 
TABLE5 
FACTOR LOADEMG RESULTS FOR THE ORIGENAL MODEL 
MEASUREMENT MODEL 
Variables and Constructs Standardised Factor Loadings 
Benefit (b,) 
Time Saving (Y4) 1.00' 
Monetary Benefit (Y5) 1.02^ 
Service Quality (Y6) 0.86^ 
Confidence (b2) 
Peace ofMind (Y2) 1.00' 
Professional Advice (Y3) 1.02^ 
Approval (n )^ 
from Closed Friend (Y8) 1.00' 
from Family (Y9) 1.00^ 
Attitude (A3J 
Overall (Y7) 1.00' 
Subjective Norm (SN) 
Important One's Attitude (Y10) 1.00' 
Behavioural Intention (BI) 
Intention to Subscribe (Y11) l.QQ"  
STRUCTURAL MODEL 
Independent Variables Dependent Variables 
^ ^ BI 
Benefit (bj) 0 ^ 
Confidence � -0.07 
Approval (n^) 0.92 
Attitude (Aact) 0.79 
Subjective Norm (SN) 0 ^ 0.065 
a: Fixed at 1.00 






























































































































































































































































































































The Reduced Model 
Since some hypothesised causal relationships in the original model are not 
supported, a reduced model is proposed to create a simpler model of intention to 
subscribe priority banking services. The following hypotheses are tested in the 
reduced model: 
Hj： There is a positive relationship between perceived benefits from using priority 
hanking services and attitude toward using priority banking services. 
(Attitude = Benefit) 
ffj, There is a positive relationship between subjective norm for using priority 
banking services and attitude toward using priority banking services. (Attitude 
=Subjective Norm) 
H4: There is a positive relationship between approvals from family and closed 
friends for using priority banking services and subjective norm in using 
priority banking services. (Subjective Norm = Approval) 
H6: There is a positive relationship between attitude toward using priority 
banking services and intention to subscribe priority banking services. 
(Intention = Attitude) 
The results (measurement model and structural model) of the modified original 
model is shown in table 6. Results show that intention to subscribe priority banking 
services is positively and significantly influenced by attitude toward using priority 
banking services. Attitude toward using priority banking services, in tum, is 
significantly and positively affected by perceived benefits of using priority banking 
services and subjective norm toward using priority banking services. Finally, 
subjective norm is significantly and positively affected by perceived approval of 
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important others. In summary, all the hypotheses are supported. 
TABLE6 
FACTOR LOAD][NG RESULTS FOR THE REDUCED MODEL 
MEASUREMENT MODEL 
Variables and Constructs Standardised Factor Loadings 
Benefit (bJ 
Time Saving (Y4) 1.00' 
Monetary Benefit (Y5) 0.97^ 
Service Quality (Y6) 0.86^ 
Approval (n!) 
from Closed Friend (Y8) 1.00' 
from Family (Y9) 1.03^ 
Attitude (Aact) 
Overall (Y7) 1.00' 
Subjective Norm (SN) 
Important One Attitude (Y10) 1.00' 
Behavioural Intention (BI) 
Intention to Subscribe (Y11) LOQ^   
STRUCTURAL MODEL 
Independent Variables Dependent Variables 
^ ^ BI 
Benefit (bj) 049 
Approval (n!) 0.92 
Attitude (AaJ 0.79 
Subjective Norm (SN) 0 ^  
a :Fixedat l .00 
b : p < 0 . 0 1 
In term of model fit, the reduced model was still not adequately fit based on 
the chi-square fit index (%^  = 31.15, p = 0.019). The modified original model, 
however, can be considered as adequately fit based on Joreskog and Sorbom's (1989) 
GFI (0.89), Bentler and Bonett,s (1980) NFI (0.89) and Bentler,s (1990) CFI (0.94). 
The reduced model is shown at figure 5. Details of the reduced model analysis on 
































































































































































































































































CONCLUSION & MANAGEmAL IMPLICATIONS 
Managerial Implications - Perceptual Map by Factor Analysis 
Market Positioning Target 
The perceptual map by factor analysis identifies the positions of the five 
brands of priority services according to the perceptual beliefs of the respondents in 
relation to the "Service Quality" and "Reasonable Price" toward the brands. The 
findings provide certain insights for the five subject banks for their target market 
position for priority banking services. 
The position of each brand of priority banking services in the perceptual map 
can be interpreted in table 7: 
TABLE7 
SERVICE QUALITY AND PRICING OF 
THE FIVE SUBJECT BRANDS OF 
PRIORITY BANKING SERVICES 
Bank Service Quality Price 
Standard Chartered Bank Above average Reasonable 
Hang Seng Bank Above average Reasonable 
Yien Yieh Bank Far below average Reasonable 
Hong Kong Bank Highly above average Unreasonable 
Belgian Bank Far below average Slightly unreasonable 
The positions in the perceptual map show the perceptual differences of the 
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consumers toward the brands. To have a target for market positioning, there should 
be an Ideal Vector on the map showing the ideal relationship between the 
components of service quality and reasonable price of the subject brands from the 
perceptions of the customers. The Ideal Vector has been added to the perceptual map 
at figure 3 during the result analysis. 
Recommended Strategies 
Based on the position and Ideal Vector on the perceptual map, the five subject 
banks should improve their marketing strategies to acquire a position that is close to 
the Ideal Vector on the map. Figure 6 shows the improvement directions for the five 
subject banks. 
Hong Kong Bank - Asset Vantage Account 
Hong Kong Bank has got the highest rating for its service quality, which is 
quite consistent with the reality. Asset Vantage Account service package is 
comprehensive and its personal financial centre (for the exclusive use of Asset 
Vantage Account holders only) is a very impressive privileged facility for the 
customers. Also, it has spent substantial promotional resources to build up the quality 
service image of Asset Vantage Account and there has been a very strong connection 
between "quality & privileged’’ image and Asset Vantage Account in the perception 
of general bank customers. 
In addition to keeping this satisfactory perceptual belief, Hong Kong Bank 
should do further to maintain its leading position in the service quality for priority 
banking services. Otherwise, it will provide room for the competitors to replace its 
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as the development of Internet banking & Intemet stock trading for the Asset Vantage 
Account holders. 
Hong Kong Bank's Asset Vantage Account has got a most unfavourable 
position in the perceptual map. However, table 1 clearly shows that the "Price" (in 
terms ofboth subscription requirement & annual fee) of Asset Vantage Account is not 
the highest. This mis-perception should be corrected by Hong Kong Bank during the 
marketing communications process. 
Hang Seng Bank - Bank Smart Account 
Hang Seng Bank is famous for its courteous & quality services in the retail 
banking business. But the perceptual map shows that the perception toward the 
service quality of Bank Smart Account is only the second among the five banks. 
More importantly, its position is far below Hong Kong Bank's Asset Vantage 
Account and is very close to Standard Chartered Bank's Priority Banking. 
When comparing the services of Asset Vantage Account and Bank Smart 
Account, the most outstanding difference is the personal banking centre which is for 
the exclusive use of Asset Vantage Account holders. This may be a very good 
starting point for Hang Seng Bank to improve its service quality position from the 
perception of the customers. 
The current advertising for Bank Smart Account focuses much on the leisure 
and peace of mind of using the service. Coverage in the quality services, specially on 
their bank traditional image of staff courtesy, may help improving the customers' 
perception toward the service quality ofBank Smart account. 
For the perceptual position of price, Bank Smart Account is the most favourite 
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one among the five brands. Hang Seng Bank should also make good use of this 
advantage and enhance this "good price, good quality service" image through 
marketing communications as welL 
Standard Chartered Bank - Priority Banking 
In reality, the subscription requirement for Standard Chartered Bank Priority 
Banking is the most demanding one among the three leading banks (Hong Kong 
Bank, Standard Chartered Bank and Hang Seng Bank). But the perceptual map does 
not show the same. 
For service quality, Priority Banking is the most personalised one. Its service 
aims at the customers whose financial abilities are really very sound. They adopt the 
private banking concept and make the service as professional & personal as possible. 
The perceptual map shows that this core service element does not place Priority 
Banking to the most positive position, although the service package provided by them 
is more or less the same with the one of Hong Kong Bank's Asset Vantage Account 
(even the exclusive personal banking centre is available). 
Both scenarios indicate that there is a gap between the reality and the 
perceptual beliefs. In the aspect of price, this is good for Standard Chartered because 
in reality its subscription requirements and service fees are higher than the one of 
Asset Vantage Account but the customers do not perceive in this way. On the other 
hand, Standard Chartered needs to pay much more efforts in enhancing its quality 
service image to let the customers know the facts. That is, their service quality is not 
worse than or even better than the one of Hong Kong Bank and Hang Seng bank. 
Standard Chartered seldom advertises their Priority Banking. If they want to get a 
37 
higher market segment in the priority banking business, substantial efforts may be 
needed for refining the promotional mix of the Service. 
Yien Yieh Bank - Prestige Banking 
The position of Prestige Banking in service quality is the lowest among the 
five banks. In reality, compared with the three leading banks, Yien Yieh Bank is just 
a small bank. Its quality service image is inevitably affected by its size and more 
importantly, its Chinese capital background. There is a great difference between the 
comprehensives of the services provided by Prestige Banking and the services of the 
three leading banks. Examples are person-to-person phone banking, world-wide 
banking services & emergency support and exclusive personal banking centre. If 
Yien Yieh Bank wants to further develop the Prestige Banking, they should do a very 
intensive benchmark with the leading banks and enhance their product attributes. 
For position in price, Prestige Banking is in an acceptable position. However, 
our findings show that customers regard service quality as a far more important factor 
than the price. The more important task of Yien Yieh is to enhance the product 
attributes while keeping the price position as an acceptable one. 
Belgian Bank - Premier Banking 
Like Yien Yieh Bank's Prestige Banking, Belgian Bank's Premier Banking is 
in a service quality position that is far below the three leading banks. The strategies 
recommended for Prestige Banking also apply to Premier Banking. 
For price position, Premier Banking is also in a quite negative position. 
Unfortunately, this is consistent with the reality and makes the improvement plan for 
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Premier Banking more difficult. The perceptual map shows that it will be a very long 
way for Belgian Bank to move upward and then rightward to reach the Ideal Vector. 
Belgian Bank may evaluate the costs and benefits of providing Premier Banking. If 
cost is not justified, they may consider closing the services. However, if cost is 
justified, they may target the customers as their existing customers who has not used 
the Premier Banking yet because it may be easier to create positive beliefs for them. 
Managerial Implications - Structural Equation Modeling 
The concluded results of the structural equation modeling provide us with 
certain insights in the marketing strategies for priority banking services in general. 
From the reduced model at figure 5, we know that the intention of 
subscribing priority banking services is mainly affected by the consumers' attitude. 
Subjective norms does not have any direct influence on the intention. But it affects 
the attitude. Attitude is mainly derived from the product benefits of priority banking 
services like "time saving", "monetary benefits" and "higher level of quality 
services". Perceived confidence in financial matters gained in using the service such 
as "having a peace of mind" and "receiving professional financial consultation" is not 
important for the consumer attitude. 
Approvals from both closed friends and family play the same important role in 
the formation of subjective norms. Although subjective norms do not have 
significantly direct influence on behavioural intention, they do have direct influence 
on attitudes. This means that subjective norm still has an indirect influence on 
behavioural intention. 
The above findings provide us with two important implications. First, 
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consumer attitude toward the priority banking service is mainly derived from some 
concrete benefits instead of such conceptual ideas as having a peace of mind or being 
taken care by the bank professionally. Second, subjective norms have an indirect 
influence on the intention of subscribing the priority banking services and subjective 
norms can be incorporated into the marketing strategies for the priority banking 
services. 
Marketing managers may enhance the solid image of the priority banking 
service benefits in many ways. Alternatives can be comparing the significant 
differences between being an ordinary client and a priority banking client, using 
priority banking services to solve the trouble of an ordinary bank client or using 
figures to highlight the benefits ofbeing a priority banking customer. 
Subjective norms can be incorporated into the marketing strategies in many 
ways. One of the alternatives is to highlight the benefits brought to the significant 
others of a priority banking customer. For example, some of the current TV 
commercials for priority banking service emphasis that by using the service, the 
customer will spend fewer time in managing his financial affairs and have more time 
to meet with their family. Another alternative is using the influence of friends or 
family to stimulate one subscribing intention for priority banking service. Many of the 
current TV commercials introduce the priority banking services in a "friend-talk-to-
friend" scene. The subscription for priority banking services is recognised and 
accepted by a "smart" friend. 
Marketing managers may, according to the product features of their priority 
banking services, stimulate the subscribing intention by associating the service with 
the positive attitude of the significant others of the target customer. Moreover, when 
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considering the product attributes, the manager may consider to add some concrete 
benefits involving not only the customer but also his significant others. One of the 
feasible ideas is to provide a family insurance plan at a discounted rate. 
Limitations of the Study 
This study concluded perceptual map and Behavioural Intentions Model to 
explain and identify the market situations and segmentation, and factors affecting 
Behavioural Intentions on priority banking services. However, this study was 
restricted by some limitations. 
Respondents were selected by convenient sampling, from classmates of MBA 
programme and colleagues in offices. This limitation is due to the limited resources 
and scale in this study. The samples were limited within a few groups with similar 
characteristics' such as educational background and age, which might make the 
representative power of this study not strong enough. Random sampling method is 
more preferable to have samples from target potential customers. 
Most of the respondents in our study are not the users of priority banking 
services. Although it is not necessary for us to collect data from the ones who are 
current users of the services when measuring the customers' perceptions, we believe 
that the perceptions of the real users of priority banking services may be significantly 
different from our respondents in certain aspects. The main reason is that our 
respondents actually may not have the financial ability to subscribe priority banking 
services. Further study may be focused on the current users or the target groups that 




PRIORITY BANKING SERVICES 
PURPOSE 
The purpose of this study is to measure your perceptions and attitudes towards the 
PRIORITY BANKING SERVICES of several banks in Hong Kong. To take this measure, 
we need you to answer a series of questions according to how YOU feel about the priority 
banking services of these banks. 
Please answer every question for every priority banking service in this questionnaire 
although you may not know or may not have heard about some of these priority 
banking services before. It is NOT important that whether you have used the priority 
banking service or not. Please answer these priority banking services based on your 
BELIEFS and FEELINGS about them. 
• T R U C T I O N 
Make each item separate and independent judgment. Work at fairly high speed through this 
questionnaire. Do not worry or puzzle over individual items. It is your FIRST 
IMPRESSION, the immediate feelings about the items, that we want. On the other hand, 
please do not be careless, because we want your true impressions. 
In answering these questions, if you feel that your answer is VERY CLOSELY RELATED to 
one end of the scale, you should place your check mark as follows: 
Strongly disagree X Strongly agree 
or 
Strongly disagree X Strongly agree 
Ifyou feel that your answer is QUITE CLOSELY RELATED to one or the other end ofthe 
scale, you should place your check mark as follows: 
Strongly disagree X Strongly agree 
or 
Strongly disagree X Strongly agree 
Ifyou feel that your answer is ONLY SLIGHTLY RELATED to one or the other end ofthe 
scale, you should place your check mark as follows: 
Strongly disagree X Strongly agree 
or 
Strongly disagree I X Strongly agree 
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PART ONE : Please answer the following questions for the priority banking services 
provided by five different banks. 
(A) Priority Banking Service provided by Standard Chartered Bank is called 'PRIORITY 
BANKING' 
(1) Standard Chartered Bank uses a lot of resources for the operations of its Priority Banking 
Service. 
Strongly disagree Strongly agree 
(2) The staff of Standard Chartered Bank's Priority Banking are professional in providing 
services to their customers. 
Strongly disagree Strongly agree 
(3) Standard Chartered Bank's Priority Banking Service is able to meet the personal needs of 
different customers. 
Strongly disagree Strongly agree 
(4) Standard Chartered Bank's Priority Banking Service offers financial benefits such as 
better interest rates & higher overdraft credit limits. 
Strongly disagree Strongly agree 
(5) Standard Chartered Bank's Priority Banking Service is reliable. 
Strongly disagree Strongly agree 
(6) Standard Chartered Bank's Priority Banking Service is efficient. 
Strongly disagree Strongly agree 
(7) It is very convenient to use Standard Chartered Bank's Priority Banking Service because 
of its 24-hour phone-banking facility & special counter at the branch office. 
Strongly disagree Strongly agree 
(8) The service fee for Standard Chartered Bank's Priority Banking Service is reasonable. 
Strongly disagree Strongly agree 
(9) The subscription requirement (in term of maintaining a certain amount of deposit at the 
bank) for Standard Chartered Bank's Priority Banking Service is reasonable. 
Strongly disagree Strongly agree 
(10) Standard Chartered Bank's Priority Banking Service will offer more new services to 
meet the needs of its customers. 
Strongly disagree Strongly agree 
(11) My overall attitude toward Standard Chartered Bank's Priority Banking Service is very 
positive. 
Strongly disagree Strongly agree 
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(B) Priority Banking Service provided by Hang Seng Bank is called ‘BANK SMART 
ACCOUNT' 
(1) Hang Seng Bank uses a lot of resources for the operations of its Bank Smart Account. 
Strongly disagree Strongly agree 
(2) The staff of Hang Seng Bank's Bank Smart Account are professional in providing 
services to their customers. 
Strongly disagree Strongly agree 
(3) Hang Seng Bank's Bank Smart Account is able to meet the personal needs of different 
customers. 
Strongly disagree Strongly agree 
(4) Hang Seng Bank's Bank Smart Account offers financial benefits such as better interest 
rates & higher overdraft credit limits. 
Strongly disagree Strongly agree 
(5) Hang Seng Bank's Bank Smart Account is reliable. 
Strongly disagree Strongly agree 
(6) Hang Seng Bank's Bank Smart Account is efficient. 
Strongly disagree Strongly agree 
(7) It is very convenient to use Hang Seng Bank's Bank Smart Account because of its 24-
hour phone-banking facility & special counter at the branch office. 
Strongly disagree Strongly agree 
(8) The service fee for Hang Seng Bank’ s Bank Smart Account is reasonable. 
Strongly disagree Strongly agree 
(9) The subscription requirement (in term of maintaining a certain amount of deposit at the 
bank) for Hang Seng Bank's Bank Smart Service is reasonable. 
Strongly disagree Strongly agree 
(10) Hang Seng Bank's Bank Smart Account will offer more new services to meet the needs 
of its customers. 
Strongly disagree Strongly agree 
(11) My overall attitude toward Hang Seng Bank's Bank Smart Account is very positive. 
Strongly disagree Strongly agree 
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(C) Priority Banking Service provided by Yien Yieh Bank is called ‘PRESTIGE 
BANKING' 
(1) Yien Yieh Bank uses a lot of resources for the operations of its Prestige Banking Service. 
Strongly disagree Strongly agree 
(2) The staff of Yien Yieh Bank's Priority Banking are professional in providing services to 
their customers. 
Strongly disagree Strongly agree 
(3) Yien Yieh Bank's Prestige Banking Service is able to meet the personal needs of different 
customers. 
Strongly disagree Strongly agree 
(4) Yien Yieh Bank's Prestige Banking Service offers financial benefits such as better 
interest rates & higher overdraft credit limits. 
Strongly disagree Strongly agree 
(5) Yien Yieh Bank's Prestige Banking Service is reliable. 
Strongly disagree Strongly agree 
(6) Yien Yieh Bank's Prestige Banking Service is efficient. 
Strongly disagree Strongly agree 
(7) It is very convenient to use Yien Yieh Bank's Prestige Banking Service because of its 
24-hour phone-banking facility & special counter at the branch office. 
Strongly disagree Strongly agree 
(8) The service fee for Yien Yieh Bank，s Prestige Banking Service is reasonable. 
Strongly disagree Strongly agree 
(9) The subscription requirement (in term of maintaining a certain amount of deposit at the 
bank) for Yien Yieh Bank 's Prestige Banking Service is reasonable. 
Strongly disagree Strongly agree 
(10) Yien Yieh Bank's Prestige Banking Service will offer more new services to meet the 
needs ofits customers. 
Strongly disagree Strongly agree 
(11) My overall attitude toward Yien Yieh Bank's Prestige Banking Service is very positive. 
Strongly disagree Strongly agree 
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(D) Priority Banking Service provided by Hong Kong Bank is called ‘ASSET VANTAGE' 
(1) Hong Kong Bank uses a lot of resources for the operations of its Asset Vantage Service. 
Strongly disagree Strongly agree 
(2) The staff of Hong Kong Bank's Asset Vantage Service are professional in providing 
services to their customers. 
Strongly disagree Strongly agree 
(3) Hong Kong Bank's Asset Vantage Service is able to meet the personal needs of different 
customers. 
Strongly disagree Strongly agree 
(4) Hong Kong Bank's Asset Vantage Service offers financial benefits such as better 
interest rates & higher overdraft credit limits. 
Strongly disagree Strongly agree 
(5) Hong Kong Bank's Asset Vantage Service is reliable. 
Strongly disagree Strongly agree 
(6) Hong Kong Bank's Asset Vantage Service is efficient. 
Strongly disagree Strongly agree 
(7) It is very convenient to use Hong Kong Bank's Asset Vantage Service because of its 24-
hour phone-banking facility & special counter at the branch office. 
Strongly disagree Strongly agree 
(8) The service fee for Hong Kong Bank，s Asset Vantage Service is reasonable. 
Strongly disagree Strongly agree 
(9) The subscription requirement (in term of maintaining a certain amount of deposit at the 
bank) for Hong Kong Bank ’s Asset Vantage Service is reasonable. 
Strongly disagree Strongly agree 
(10) Hong Kong Bank's Asset Vantage Service will offer more new services to meet the 
needs of its customers. 
Strongly disagree Strongly agree 
(11) My overall attitude toward Hong Kong Bank's Asset Vantage Service is very 
positive. 
Strongly disagree Strongly agree 
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(E) Priority Banking Service provided by Belgian Bank is called PREMIER BANKING' 
(1) Belgian Bank uses a lot of resources for the operations of its Premier Banking Service. 
Strongly disagree Strongly agree 
(2) The staff of Belgian Bank's Premier Banking Service are professional in providing 
services to their customers. 
Strongly disagree Strongly agree 
(3) Belgian Bank's Premier Banking Service is able to meet the personal needs of different 
customers. 
Strongly disagree Strongly agree 
(4) Belgian Bank's Premier Banking Service offers financial benefits such as better interest 
rates & higher overdraft credit limits. 
Strongly disagree Strongly agree 
(5) Belgian Bank's Premier Banking Service is reliable. 
Strongly disagree Strongly agree 
(6) Belgian Bank's Premier Banking Service is efficient. 
Strongly disagree Strongly agree 
(7) It is very convenient to use Belgian Bank's Premier Banking Service because of its 24-
hour phone-banking facility & special counter at the branch office. 
Strongly disagree Strongly agree 
(8) The service fee for Belgian Bank，s Premier Banking Service is reasonable. 
Strongly disagree Strongly agree 
(9) The subscription requirement (in term of maintaining a certain amount of deposit at the 
bank) for Belgian Bank 's Premier Banking Service is reasonable. 
Strongly disagree Strongly agree 
(10) Belgian Bank's Premier Banking Service will offer more new services to meet the 
needs of its customers. 
Strongly disagree Strongly agree 
(11) My overall attitude toward Belgian Bank's Premier Banking Service is very positive. 
Strongly disagree Strongly agree 
END o r PART ONE, PLEASE CONTINUE PART TWO 
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PART TWO : Please answer the following questions for your attitude toward priority 
banking services in general. You DON'T NEED to refer the questions to any specific 
bank. 
(1) By using priority banking service I will feel superior to the other ordinary bank 
customers. 
Strongly disagree Strongly agree 
(2) By using priority banking service I will have a peace of mind in my financial planning. 
Strongly disagree Strongly agree 
(3) By using priority banking service I will have perfect professional advice on my financial 
planning and investment. 
Strongly disagree Strongly agree 
(4) By using priority banking service I will spend fewer time in my financial affairs. 
Strongly disagree Strongly agree 
(5) By using priority banking service I will enjoy monetary benefits. 
Strongly disagree Strongly agree 
(6) By using priority banking service I will enjoy a higher quality level of banking services. 
Strongly disagree Strongly agree 
(7) My overall attitude toward priority banking service is very positive. 
Strongly disagree Strongly agree 
(8) My closed friend will approve my decision to use priority banking service. 
Strongly disagree Strongly agree 
(9) My family will approve my decision to use priority banking service. 
Strongly disagree Strongly agree 
(10) I think for the people who is most important to me, his / her attitude toward priority 
banking service is very positive. 
Strongly disagree Strongly agree 
(11) I have an intention to subscribe the priority banking service in the near future. 
Strongly disagree Strongly agree 
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PERSONAL PARTICULARS 
Sex : M F 
Age : Under 20 21-24 
ZZZZI 25-30 31-35 
36-40 41-45 
46-50 51-55 
56-60 61 or above 
Major work: Accounting Administration 
area Consulting General Management 
Human Resources Marketing / Sales/ 
Information Technology Customer Services 
Production / Manufacturing 
Others 
Position: Clerk / Assistant Supervisor 
Middle Management Senior Management 
Officer Others  
Monthly: HK$10000 or below HK$10001 to$15000 
Income HK$15001 to $20000 H Z Z Z HK$20001 to $30000 
HK$30001 to $40000 ~^ZZZ^ HK$40001 to $50000 
HK$50001 to $60000 ^ Z Z Z HK$60001 or above 
END 
THANK YOU FOR YOUR ASSISTANCE 
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APPENDIX 2 
RAW DATA COLLECTED 
50 
Section One: Product Attributes 
Standard Chartered Bank's Priority Banking 
Data Number A1 A2 A3 A4 A5 A6 A7 A8 A9 A10 A11 
1 6 6 5 7 6 6 7 6 3 6 6 
2 5 6 5 6 6 6 6 6 5 5 6 
3 4 5 4 6 5 5 6 5 6 4 4 
4 3 2 2 2 2 4 3 3 2 4 3 
5 6 6 5 5 6 5 6 5 5 4 5 
6 5 5 5 5 5 5 5 4 4 5 5 
7 5 4 5 4 6 6 6 5 5 6 5 
8 5 5 6 6 6 6 6 5 3 3 5 
9 3 3 5 2 3 3 5 4 5 4 3 
10 4 3 4 3 4 5 5 5 4 5 5 
11 2 2 4 4 2 2 5 4 2 2 2 
12 6 5 5 7 6 6 6 6 6 6 6 
13 7 7 7 4 6 4 6 6 6 7 7 
14 7 6 6 7 5 5 7 5 5 7 6 
15 5 5 3 5 4 3 4 4 5 6 4 
16 6 5 4 5 6 5 5 5 5 5 5 
17 4 4 5 5 6 6 5 6 6 5 5 
18 5 5 4 6 5 5 5 6 5 4 5 
19 3 4 5 3 4 5 3 4 5 3 2 
20 7 5 6 3 6 7 7 5 7 7 6 
21 4 6 4 4 4 4 3 5 5 4 5 
22 4 4 4 4 4 4 3 4 4 4 4 
23 7 5 3 4 5 5 5 4 3 1 2 
24 5 6 6 7 6 6 6 6 5 6 6 
25 6 6 7 6 5 6 5 5 5 6 5 
26 4 4 4 4 4 4 4 4 4 4 4 
27 3 5 4 4 4 4 5 3 2 5 4 
28 6 5 5 6 5 6 6 4 4 3 5 
29 6 3 5 5 6 6 7 5 3 5 6 
30 5 5 4 4 3 3 3 3 2 2 3 
31 4 3 5 2 5 2 2 5 4 3 2 
32 5 5 5 6 5 5 6 5 5 5 4 
33 3 5 4 3 5 3 6 3 4 5 3 
34 4 5 5 6 6 5 6 5 5 5 5 
35 2 2 3 4 4 4 3 4 3 2 3 
36 4 5 5 5 5 4 5 5 2 5 5 
37 5 5 4 4 4 4 5 4 4 4 4 
38 4 5 5 6 6 5 5 4 4 4 4 
39 4 5 5 5 5 5 5 3 3 4 4 
40 4 4 5 5 5 4 5 4 4 5 6 
41 5 4 6 4 5 4 6 3 5 5 4 
42 6 6 6 5 6 5 5 4 6 4 5 
43 6 6 6 5 6 6 6 5 6 6 6 
44 3 3 4 4 5 3 5 3 3 5 4 
45 6 3 3 4 4 4 5 4 5 5 5 
46 5 5 4 5 6 5 5 4 5 5 4 
47 6 2 5 5 3 4 3 1 1 4 4 
48 3 3 4 5 4 2 3 3 3 4 4 
49 3 3 3 3 2 2 5 4 4 5 3 
50 6 4 4 4 4 5 6 4 4 6 6 
51 3 4 5 5 5 4 6 6 5 6 6 
52 5 5 5 6 6 5 6 5 6 6 6 
53 3 5 5 3 5 5 5 5 5 5 5 
54 5 5 5 6 6 6 6 3 3 3 5 
55 2 3 2 5 6 3 6 4 2 6 5 
51 
Hang Seng Bank'sBank Smart 
Data Number B1 B2 B3 B4 B5 B6 B7 B8 B9 B10 B11 
1 6 5 5 5 5 5 5 5 4 5 5 
2 5 5 5 5 6 5 6 6 6 5 5 
3 6 5 5 5 6 6 6 6 6 6 6 
4 5 5 5 4 4 5 4 2 3 5 5 
5 6 5 5 5 6 6 5 4 5 6 6 
6 5 5 5 6 5 4 6 4 4 4 5 
7 5 4 5 4 6 4 5 5 6 4 5 
8 5 6 3 5 6 6 5 5 5 3 5 
9 5 5 5 3 6 6 5 4 4 6 6 
10 3 3 4 5 5 4 5 5 5 5 5 
11 5 4 4 2 5 5 3 3 4 6 5 
12 6 6 6 6 6 6 6 6 6 6 6 
13 5 3 3 3 5 5 6 6 3 3 5 
14 7 7 6 6 7 7 6 6 6 7 7 
15 5 5 3 5 5 3 4 4 5 5 3 
16 6 5 4 5 6 5 5 5 5 5 5 
17 5 5 5 5 5 5 6 4 4 4 6 
18 4 4 4 5 4 4 5 5 5 6 6 
19 5 4 3 4 5 3 4 5 4 3 4 
20 7 6 6 4 6 6 7 7 7 7 7 
21 5 5 4 5 6 6 6 5 6 6 5 
22 4 2 3 3 1 2 2 4 4 3 4 
23 6 6 5 5 6 6 6 3 2 5 6 
24 5 5 5 5 5 5 6 5 5 4 5 
25 4 4 5 4 4 5 4 5 5 5 4 
26 4 4 4 4 4 4 4 4 4 4 4 
27 3 5 3 4 5 4 5 3 2 4 3 
28 4 4 4 4 4 4 4 4 4 4 4 
29 6 3 5 5 6 7 7 5 5 5 6 
30 5 5 5 4 6 6 6 4 4 6 6 
31 2 3 3 2 5 4 2 2 5 3 2 
32 5 6 5 5 5 5 5 5 5 5 5 
33 4 3 5 3 5 5 3 4 6 3 4 
34 4 4 4 5 6 5 6 6 5 5 5 
35 5 5 3 3 6 6 4 5 5 4 4 
36 5 4 5 5 4 4 5 4 3 5 5 
37 5 4 4 4 4 4 5 4 4 4 4 
38 4 4 3 3 4 3 4 3 4 5 4 
39 5 5 5 5 5 5 5 4 4 4 4 
40 5 6 7 7 6 7 7 5 4 7 7 
41 4 6 5 4 5 4 5 3 5 6 5 
42 6 6 6 6 6 6 5 5 6 5 6 
43 6 6 6 6 6 6 6 5 6 6 6 
44 3 4 4 3 5 5 5 4 5 5 5 
45 6 5 4 5 5 5 5 5 5 5 5 
46 6 6 5 6 6 5 5 5 5 5 5 
47 3 4 6 6 7 6 6 4 4 5 5 
48 4 3 4 5 4 4 5 4 4 3 4 
49 5 4 5 4 5 5 6 4 4 5 5 
50 3 3 4 4 4 3 3 4 4 4 3 
51 4 5 5 5 5 4 5 6 6 6 6 
52 6 6 6 5 6 6 7 6 6 6 6 
53 3 5 5 3 5 5 5 5 5 5 5 
54 6 6 6 6 7 7 6 6 5 3 6 
55 6 6 5 3 7 6 6 3 2 6 6 
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Yien Yieh Bank'sPrestige Banking 
Data Number C1 C2 C3 C4 C5 C6 C7 C8 C9 C10 C11 
1 2 3 3 5 4 3 3 4 4 3 3 
2 3 5 3 5 5 5 5 5 5 5 5 
3 4 5 4 5 3 4 3 4 5 5 3 
4 3 3 3 3 3 2 3 2 2 2 3 
5 6 5 4 4 4 4 4 4 4 4 4 
6 4 4 5 4 5 5 5 4 4 5 5 
7 4 3 3 3 4 3 4 3 4 3 4 
8 3 3 2 5 4 3 3 3 5 3 3 
9 3 3 4 3 4 4 3 4 3 4 3 
10 4 4 4 6 5 3 4 5 6 4 6 
11 1 3 2 6 3 2 2 4 4 2 3 
12 6 6 6 6 6 6 6 6 6 6 6 
13 4 4 4 4 4 4 4 4 4 4 4 
14 3 3 5 5 3 3 3 6 5 3 3 
15 5 5 5 5 4 3 5 5 5 6 5 
16 5 4 4 4 5 4 4 4 4 4 4 
17 4 4 4 6 5 5 3 4 4 4 4 
18 3 4 2 3 3 3 2 2 3 3 3 
19 2 2 6 6 2 2 6 6 2 2 4 
20 4 6 5 5 5 5 5 5 5 5 5 
21 4 4 4 3 3 4 4 6 4 6 6 
22 4 4 4 4 4 4 4 4 4 4 4 
23 3 3 4 5 4 3 4 4 4 3 2 
24 4 4 4 4 4 4 4 4 4 4 4 
25 4 4 3 5 5 5 4 4 5 5 4 
26 4 4 4 4 4 4 4 4 4 4 4 
27 4 4 4 4 4 4 4 4 4 4 4 
28 4 4 4 4 4 4 4 4 4 4 4 
29 3 3 5 5 5 5 5 5 5 5 5 
30 1 1 1 1 1 1 1 1 1 1 1 
31 4 3 2 5 6 4 2 6 3 5 4 
32 4 4 4 4 4 4 4 4 4 4 4 
33 3 6 3 4 6 3 4 5 3 5 3 
34 5 6 6 6 5 5 6 5 5 5 5 
35 3 2 2 1 1 2 3 3 1 3 5 
36 4 4 4 4 4 4 4 4 4 4 4 
37 4 4 4 4 4 4 4 4 4 4 4 
38 1 1 2 2 4 4 4 3 6 4 3 
39 4 4 4 5 5 4 5 4 4 4 4 
40 4 4 4 4 4 4 4 4 4 4 4 
41 3 3 4 3 3 2 4 4 4 5 3 
42 4 4 4 4 4 4 4 4 4 4 4 
43 5 5 5 5 5 5 4 6 6 5 5 
44 3 2 2 3 3 3 2 3 3 3 3 
45 2 4 4 4 4 4 3 3 4 4 3 
46 5 5 5 4 5 4 5 5 4 4 4 
47 4 4 4 4 4 4 4 4 4 4 4 
48 4 5 4 3 4 3 4 5 5 4 4 
49 4 3 3 4 4 3 3 4 4 5 3 
50 3 4 4 4 4 4 5 4 4 4 4 
51 3 3 3 3 4 4 3 6 6 4 4 
52 3 4 4 6 5 5 4 4 4 5 5 
53 3 5 5 3 5 5 5 5 5 5 5 
54 3 2 3 5 3 3 3 3 5 2 3 
55 2 1 2 5 3 3 3 5 4 2 1 
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Hong Kong Bank's Asset Vantage 
Data Number D1 D2 D3 D4 D5 D6 D7 D8 D9 D10 D11 
1 7 6 5 5 5 5 6 3 4 5 5 
2 6 6 6 5 6 6 6 5 5 5 5 
3 7 5 5 6 5 5 6 5 5 5 5 
4 5 5 5 5 4 5 4 3 3 3 3 
5 5 6 6 4 5 6 5 5 6 6 6 
6 5 5 5 4 5 5 5 3 3 5 5 
7 5 6 6 4 6 6 6 5 5 6 6 
8 6 7 5 5 6 6 7 5 5 5 6 
9 5 5 6 3 6 5 5 5 4 4 5 
10 3 3 3 3 4 4 5 5 5 5 5 
11 5 5 3 2 5 4 3 2 2 4 3 
12 6 6 6 6 6 6 6 6 6 6 6 
13 2 2 2 3 6 5 5 3 2 4 2 
14 7 7 6 5 6 7 7 2 2 7 7 
15 4 4 3 3 4 4 3 3 4 3 3 
16 6 6 5 4 6 5 7 4 4 6 6 
17 5 5 4 3 6 6 6 4 4 4 4 
18 5 5 6 5 6 6 5 5 5 6 6 
19 3 3 4 4 5 5 4 4 3 3 5 
20 7 7 7 4 7 7 7 7 7 7 7 
21 6 6 5 6 5 6 6 6 6 6 6 
22 4 3 3 4 3 2 3 4 5 4 5 
23 6 5 4 5 4 5 5 2 2 3 4 
24 4 5 5 4 4 3 4 4 3 4 4 
25 6 5 5 6 5 6 6 2 6 6 4 
26 5 4 4 4 4 4 4 4 4 4 4 
27 6 7 5 5 5 5 5 2 2 6 4 
28 4 4 4 4 4 4 4 4 4 4 4 
29 6 5 6 6 6 6 6 3 5 5 6 
30 3 3 2 4 3 3 3 3 3 3 3 
31 4 4 4 4 4 4 3 5 4 3 5 
32 5 5 6 6 6 6 6 5 5 6 5 
33 5 3 5 5 3 5 5 5 4 4 2 
34 6 6 6 4 5 5 6 4 5 4 5 
35 6 6 5 5 4 5 6 3 5 4 4 
36 5 5 4 4 4 5 5 4 4 5 5 
37 5 4 5 5 4 4 5 4 4 4 5 
38 6 6 3 2 5 5 5 3 4 6 5 
39 5 5 5 5 5 5 5 4 4 4 5 
40 7 7 7 6 6 7 7 4 4 7 7 
41 5 5 5 4 4 4 3 5 5 4 4 
42 3 3 3 2 4 2 2 2 2 4 2 
43 7 7 6 6 6 6 7 5 6 7 6 
44 3 3 2 3 4 4 4 2 4 4 4 
45 4 4 4 3 4 4 3 3 3 3 3 
46 7 6 6 4 7 5 6 5 6 6 6 
47 7 6 6 2 7 7 7 4 2 6 6 
48 4 5 4 3 4 4 4 5 5 4 4 
49 5 5 5 4 5 5 5 4 4 6 5 
50 5 5 4 4 4 4 5 4 4 5 5 
51 6 6 6 6 7 7 7 6 6 7 7 
52 6 6 7 6 7 6 6 6 6 7 6 
53 3 5 5 3 5 5 5 5 5 5 5 
54 5 5 3 5 7 6 7 6 6 4 6 
55 5 6 4 2 7 6 6 2 4 5 5 
54 
Belgian Bank's Premier Banking 
Data Number E1 E2 E3 E4 E5 E6 E7 E8 E9 E10 E11 
1 2 4 4 4 5 4 5 4 4 4 4 
2 2 5 3 5 5 3 5 5 5 3 3 
3 6 6 5 6 5 5 6 5 5 5 5 
4 2 2 2 2 2 2 2 2 2 2 2 
5 5 5 4 5 5 6 4 5 4 4 5 
6 5 4 5 5 5 5 5 4 4 4 4 
7 3 3 3 4 4 4 4 4 5 3 4 
8 3 3 3 3 4 4 4 4 4 3 3 
9 3 3 4 2 5 3 4 4 5 5 4 
10 3 3 3 5 4 4 4 5 5 4 5 
11 2 2 3 5 3 3 2 4 4 4 3 
12 6 6 6 6 6 6 6 6 6 6 6 
13 4 4 4 4 4 4 4 4 4 4 4 
14 3 5 5 5 5 5 5 3 3 3 3 
15 4 4 3 4 3 4 5 4 4 5 3 
16 5 5 4 6 5 5 3 4 4 5 4 
17 4 4 4 4 4 4 4 4 4 4 5 
18 3 2 3 1 3 3 3 3 3 3 3 
19 2 3 4 5 6 4 2 3 4 5 4 
20 4 4 7 4 4 4 7 6 4 4 4 
21 5 6 4 4 6 5 6 5 6 6 5 
22 4 4 4 4 4 4 4 4 4 4 4 
23 1 2 3 2 2 1 3 3 3 4 3 
24 4 4 4 4 4 4 4 4 4 4 4 
25 4 4 5 5 4 4 4 5 4 5 4 
26 3 3 3 3 3 3 3 3 3 3 3 
27 2 2 2 4 4 4 4 4 4 4 4 
28 4 4 4 4 4 4 4 4 4 4 4 
29 5 5 5 5 5 5 5 5 5 5 5 
30 2 2 1 1 1 1 1 1 1 1 1 
31 3 5 3 5 4 4 3 5 4 3 3 
32 4 4 4 4 4 4 4 4 4 4 4 
33 4 5 3 5 3 5 3 4 3 5 3 
34 4 5 4 4 5 4 5 5 5 4 5 
35 2 1 3 4 4 3 3 4 4 4 4 
36 4 4 4 4 4 4 4 4 4 4 4 
37 4 4 4 4 4 4 4 4 4 4 4 
38 2 2 3 4 3 2 3 3 3 2 3 
39 4 4 4 4 4 3 3 3 3 4 4 
40 4 4 4 4 4 4 4 4 4 4 4 
41 3 3 4 3 4 3 3 3 3 3 3 
42 4 4 4 4 4 4 4 4 4 4 4 
43 4 5 5 5 5 5 4 5 5 5 5 
44 2 4 4 2 3 3 4 4 3 3 3 
45 1 4 4 4 4 4 4 4 4 4 2 
46 5 5 5 5 5 5 5 5 5 5 5 
47 4 4 4 4 4 4 4 4 4 4 4 
48 3 4 5 4 4 4 4 3 3 4 4 
49 2 4 3 4 3 4 2 4 4 4 2 
50 3 4 4 4 4 4 5 4 4 4 4 
51 4 4 4 3 4 4 3 5 5 5 2 
52 3 4 4 4 4 4 4 5 5 5 5 
53 3 5 5 3 5 5 5 5 5 5 5 
54 2 2 2 5 3 3 5 3 3 1 3 
55 3 2 4 1 2 1 1 2 2 2 
55 
Section Two: 
Attitude and Subjective Norm on Priority Banking 
Data Number F1 F2 F3 F4 F5 F6 F7 F8 F9 F10 F11 
1 6 5 3 6 5 6 6 6 6 6 6 
2 7 5 5 6 6 6 6 6 6 6 7 
3 6 3 3 1 2 5 1 4 2 6 1 
4 5 3 3 6 4 4 5 3 3 4 3 
5 6 5 4 5 4 5 5 5 5 4 4 
6 5 4 3 5 3 5 4 4 4 3 4 
7 3 6 5 7 5 5 5 5 5 5 3 
8 7 5 6 3 5 6 5 7 3 5 4 
9 5 5 5 3 3 5 6 3 3 5 5 
10 5 5 5 5 4 5 5 5 5 6 5 
11 6 5 3 7 5 6 6 6 6 6 6 
12 5 4 4 4 4 4 5 5 5 3 4 
13 7 2 6 3 5 7 6 6 6 5 3 
14 3 3 1 3 1 5 6 2 3 3 1 
15 2 3 4 3 4 4 3 5 3 4 4 
16 5 5 4 4 4 5 4 4 5 5 4 
17 5 5 4 5 5 5 5 5 5 5 6 
18 6 6 5 6 6 6 6 5 5 6 4 
19 2 2 2 6 6 6 3 5 5 3 5 
20 6 5 5 7 6 7 5 3 3 3 3 
21 4 4 4 6 5 5 5 5 5 5 4 
22 2 4 5 3 4 1 3 4 4 4 4 
23 6 6 5 3 3 5 1 2 1 1 3 
24 5 5 6 6 6 6 6 5 5 6 5 
25 5 5 6 6 6 6 5 5 4 5 4 
26 4 4 4 4 4 6 4 3 3 3 4 
27 5 6 4 5 5 5 7 6 6 6 7 
28 4 4 4 4 4 4 4 4 4 4 4 
29 5 5 3 3 5 5 6 6 6 5 3 
30 4 4 3 3 3 4 4 3 3 3 3 
31 2 3 5 2 4 3 3 3 4 3 3 
32 1 2 2 2 2 5 2 4 4 2 2 
33 4 5 3 5 3 5 5 5 2 3 5 
34 6 4 4 4 5 6 5 4 4 5 4 
35 5 4 5 4 4 4 6 4 4 4 4 
36 5 5 4 4 4 5 5 5 5 5 4 
37 5 4 5 5 5 5 5 5 5 5 2 
38 5 4 3 6 5 6 4 3 3 3 4 
39 5 5 4 4 5 5 5 5 5 4 5 
40 7 5 5 5 6 6 7 6 6 6 6 
41 4 3 4 3 3 5 4 5 2 5 6 
42 4 4 3 3 2 4 4 2 2 2 4 
43 4 5 5 4 5 5 5 5 5 5 4 
44 5 5 4 6 5 5 5 5 5 6 5 
45 5 3 2 3 3 4 3 2 2 4 1 
46 4 5 5 6 5 6 7 6 6 6 6 
47 7 2 1 5 5 5 6 2 2 4 4 
48 5 4 4 4 3 4 4 4 4 4 4 
49 6 4 4 6 4 6 6 6 6 6 5 
50 6 5 5 3 5 5 5 6 6 5 3 
51 5 5 5 5 5 5 4 4 4 4 4 
52 7 6 6 6 6 6 7 6 6 7 7 
53 3 5 5 3 5 5 5 5 5 5 5 
54 7 3 3 7 7 7 7 5 5 5 5 




Data Number G1 G2 G3 G4 G5 
1 2 3 3 3 6 
2 2 4 6 1 3 
3 1 4 4 3 6 
4 1 3 7 3 5 
5 2 3 6 3 4 
6 1 3 6 3 5 
7 1 4 6 3 4 
8 1 3 4 3 6 
9 1 3 1 2 3 
10 1 3 6 3 4 
11 1 3 2 4 5 
12 2 5 5 3 8 
13 1 4 7 2 5 
14 1 4 6 3 4 
15 1 3 6 3 2 
16 1 3 6 2 2 
17 2 4 2 1 3 
18 2 3 7 3 4 
19 2 7 4 4 7 
20 1 4 4 2 3 
21 1 4 7 4 6 
22 1 2 7 3 3 
23 2 3 4 1 3 
24 1 3 4 2 4 
25 1 4 6 2 5 
26 2 3 6 3 3 
27 2 3 7 2 4 
28 1 1 7 2 3 
29 2 3 6 1 2 
30 1 3 6 1 2 
31 1 4 7 2 5 
32 1 3 7 2 4 
33 1 3 7 3 5 
34 1 4 6 1 3 
35 1 3 2 3 3 
36 1 2 4 1 2 
37 1 4 4 3 4 
38 2 4 4 2 4 
39 1 3 3 3 4 
40 2 3 4 2 3 
41 2 3 2 1 3 
42 2 5 4 3 6 
43 2 3 4 1 3 
44 2 3 6 1 3 
45 1 5 6 5 3 
46 2 3 6 5 3 
47 1 4 1 2 4 
48 2 2 2 1 2 
49 2 3 4 5 3 
50 2 2 6 5 3 
51 2 4 4 5 3 
52 2 3 4 2 4 
53 2 2 2 1 2 
54 1 3 6 3 6 
55 1 2 4 1 2 
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APPENDIX 3 
FACTOR ANALYSIS IN SAS PROGRAM 
PROGRAM 
d a t a b a n k i n g； 
i n f i l e ‘a：newdat.txt‘； 
i n p u t r e s p n o d l - d 5 y l - y l l b r a n d x l - x l l； 
run； 
p r o c f a c t o r r=v； 
v a r y l - y 6 ； 
run； 
p r o c f a c t o r r=v； 
v a r y 8 y 9 ； 
run； 
RESULT 
T h e S A S S y s t e m 67 
2 1 : 3 4 T u e s d a y , A p r i l 1 4 , 1 9 9 8 
I n i t i a l F a c t o r M e t h o d： P r i n c i p a l C o m p o n e n t s 
P r i o r C o m m u n a l i t y E s t i m a t e s： O N E 
E i g e n v a l u e s o f t h e C o r r e l a t i o n M a t r i x： T o t a l = 6 A v e r a g e = 1 
1 2 3 
E i g e n v a l u e 2 . 7 3 1 9 1 . 3 5 8 9 0 . 7 6 0 0 
D i f f e r e n c e 1 . 3 7 3 0 0 . 5 9 8 8 0 . 2 2 5 7 
P r o p o r t i o n 0 . 4 5 5 3 0 . 2 2 6 5 0 . 1 2 6 7 
C u m u l a t i v e 0 .4553 0 . 6 8 1 8 0 . 8 0 8 5 
4 5 6 
E i g e n v a l u e 0 . 5 3 4 3 0 .3914 0 . 2 2 3 5 
D i f f e r e n c e 0 . 1 4 2 9 0 . 1 6 7 9 
P r o p o r t i o n 0 . 0 8 9 1 0 . 0 6 5 2 0 . 0 3 7 2 
C u m u l a t i v e 0 . 8 9 7 5 0 . 9 6 2 8 1 . 0 0 0 0 
2 f a c t o r s w i l l b e r e t a i n e d b y t h e M I N E I G E N c r i t e r i o n . 
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F a c t o r P a t t e r n 
F A C T 0 R 1 F A C T O R 2 
Y 1 0 . 6 7 0 6 1 - 0 . 2 6 0 3 2 
Y 2 0 . 6 2 3 2 2 0 . 5 7 0 7 1 
Y 3 0 . 5 6 7 5 5 0 . 6 9 1 5 3 
Y 4 0 . 7 0 0 6 3 - 0 . 3 7 3 1 1 
Y 5 0 . 8 1 5 3 0 0 . 0 7 9 5 3 
Y 6 0 . 6 4 5 0 3 - 0 . 5 8 4 5 0 
V a r i a n c e e x p l a i n e d b y e a c h f a c t o r 
F A C T 0 R 1 F A C T O R 2 
2 . 7 3 1 8 8 7 1 . 3 5 8 8 7 0 
F i n a l C o m m u n a l i t y E s t i m a t e s： T o t a l = 4 . 0 9 0 7 5 7 
Y 1 Y 2 Y 3 Y4 Y 5 Y 6 
0 . 5 1 7 4 7 9 0 . 7 1 4 1 2 1 0 . 8 0 0 3 2 8 0 . 6 3 0 0 8 8 0 . 6 7 1 0 4 4 0 . 7 5 7 6 9 6 
T h e S A S S y s t e m 68 
2 1 : 3 4 T u e s d a y , A p r i l 1 4 , 1 9 9 8 
R o t a t i o n M e t h o d： V a r i m a x 
O r t h o g o n a l T r a n s f o r m a t i o n M a t r i x 
1 2 
1 0 . 7 9 0 0 8 0 . 6 1 3 0 1 
2 - 0 . 6 1 3 0 1 0 . 7 9 0 0 8 
R o t a t e d F a c t o r P a t t e r n 
F A C T 0 R 1 F A C T O R 2 
Y 1 0 . 6 8 9 4 1 0 . 2 0 5 4 2 
Y2 0 . 1 4 2 5 4 0 . 8 3 2 9 5 
Y3 0 . 0 2 4 4 9 0 . 8 9 4 2 8 
Y4 0 . 7 8 2 2 7 0 . 1 3 4 7 1 
Y5 0 . 5 9 5 4 0 0 . 5 6 2 6 2 
Y6 0 . 8 6 7 9 2 -0 . 0 6 6 3 9 
Variance explained by each factor 
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F A C T 0 R 1 F A C T O R 2 
2 . 2 1 5 9 3 5 1 . 8 7 4 8 2 1 
F i n a l C o m m u n a l i t y E s t i m a t e s : T o t a l = 4 . 0 9 0 7 5 7 
Y 1 Y 2 Y 3 Y 4 Y 5 Y 6 
0 . 5 1 7 4 7 9 0 . 7 1 4 1 2 1 0 . 8 0 0 3 2 8 0 . 6 3 0 0 8 8 0 . 6 7 1 0 4 4 0 . 7 5 7 6 9 6 
T h e S A S S y s t e m 6 9 
2 1 : 3 4 T u e s d a y , A p r i l 1 4 , 1 9 9 8 
I n i t i a l F a c t o r M e t h o d： P r i n c i p a l C o m p o n e n t s 
P r i o r C o m m u n a l i t y E s t i m a t e s： O N E 
E i g e n v a l u e s o f t h e C o r r e l a t i o n M a t r i x： T o t a l = 2 A v e r a g e = 1 
1 2 
E i g e n v a l u e 1 . 7 6 4 7 0 . 2 3 5 3 
D i f f e r e n c e 1 . 5 2 9 4 
P r o p o r t i o n 0 . 8 8 2 4 0 . 1 1 7 6 
C u m u l a t i v e 0 . 8 8 2 4 1 . 0 0 0 0 
1 f a c t o r s w i l l b e r e t a i n e d b y t h e M I N E I G E N c r i t e r i o n . 
F a c t o r P a t t e r n 
F A C T 0 R 1 
Y 8 0 . 9 3 9 3 4 
Y 9 0 . 9 3 9 3 4 
V a r i a n c e e x p l a i n e d b y e a c h f a c t o r 
F A C T 0 R 1 
1 . 7 6 4 7 0 4 
F i n a l C o m m u n a l i t y E s t i m a t e s： T o t a l = 1 . 7 6 4 7 0 4 
Y 8 Y 9 
0 . 8 8 2 3 5 2 0 . 8 8 2 3 5 2 
T h e S A S S y s t e m 7 0 
2 1 : 3 4 T u e s d a y , A p r i l 1 4 , 1 9 9 8 
R o t a t i o n M e t h o d： V a r i m a x 
Rotation not possible with 1 factor. 
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APPENDIX 4 
FACTOR SCORES ANALYSIS AND MULTIPLE REGRESSION 
IN SAS PROGRAM 
PROGRAM 
d a t a b a n k i n g； 
i n f i l e ‘a：newdat.txt‘； 
i n p u t r e s p n o d l - d 5 y l - y l l b r a n d x l - x l l； 
run； 
p r o c f a c t o r n = 2 r = v o u t = n e w ; 
v a r x l - x l O； 
run； 
p r o c s o r t； 
b y b r a n d ; 
run； 
p r o c m e a n s d a t a = n e w ; 
v a r f a c t o r l f a c t o r 2； 
b y b r a n d； 
run； 
p r o c r e g ; 
m o d e l x l l = f a c t o r l f a c t o r 2； 
r u n ； 
RESULT 
T h e S A S S y s t e m 5 9 
2 1 : 3 4 T u e s d a y , A p r i l 1 4 , 1 9 9 8 
I n i t i a l F a c t o r M e t h o d： P r i n c i p a l C o m p o n e n t s 
P r i o r C o m m u n a l i t y E s t i m a t e s： O N E 
E i g e n v a l u e s o f t h e C o r r e l a t i o n M a t r i x： T o t a l = 10 A v e r a g e = 1 
1 2 3 4 
E i g e n v a l u e 5 . 8 3 9 1 1 . 0 7 5 1 0 . 7 2 0 4 0 . 4 7 8 2 
D i f f e r e n c e 4 . 7 6 4 0 0 . 3 5 4 7 0 . 2 4 2 2 0 . 0 2 2 4 
P r o p o r t i o n 0 . 5 8 3 9 0 . 1 0 7 5 0 . 0 7 2 0 0 . 0 4 7 8 
C u m u l a t i v e 0 . 5 8 3 9 0 . 6 9 1 4 0 . 7 6 3 5 0 . 8 1 1 3 
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5 6 7 8 
E i g e n v a l u e 0 . 4 5 5 8 0 . 4 0 5 0 0 . 3 1 4 3 0 . 2 8 5 3 
D i f f e r e n c e 0 . 0 5 0 8 0 . 0 9 0 7 0 . 0 2 9 0 0 . 0 4 0 9 
P r o p o r t i o n 0 . 0 4 5 6 0 . 0 4 0 5 0 . 0 3 1 4 0 . 0 2 8 5 
C u m u l a t i v e 0 . 8 5 6 9 0 . 8 9 7 4 0 . 9 2 8 8 0 . 9 5 7 3 
9 10 
E i g e n v a l u e 0 . 2 4 4 4 0 . 1 8 2 4 
D i f f e r e n c e 0 . 0 6 2 0 
P r o p o r t i o n 0 . 0 2 4 4 0 . 0 1 8 2 
C u m u l a t i v e 0 . 9 8 1 8 1 . 0 0 0 0 
2 f a c t o r s w i l l b e r e t a i n e d b y t h e N F A C T O R c r i t e r i o n . 
F a c t o r P a t t e r n 
F A C T 0 R 1 F A C T O R 2 
X I 0 . 7 7 5 6 4 - 0 . 3 4 0 9 2 
X 2 0 . 8 2 9 8 7 - 0 . 2 5 5 0 3 
X 3 0 . 8 1 0 4 6 -0 . 0 8 4 8 3 
X 4 0 . 6 0 7 6 9 0 . 1 5 4 7 8 
X 5 0 . 8 3 8 7 3 - 0 . 0 9 0 4 0 
X 6 0 . 8 5 9 7 9 - 0 . 1 7 5 9 2 
X 7 0 . 8 3 2 2 7 - 0 . 1 2 8 6 8 
X 8 0 . 6 3 2 6 9 0 . 6 5 3 6 1 
X 9 0 . 6 3 0 0 8 0 . 6 1 5 9 2 
X 1 0 0 . 7 6 8 1 0 - 0 . 0 2 1 7 0 
V a r i a n c e e x p l a i n e d b y e a c h f a c t o r 
F A C T 0 R 1 F A C T O R 2 
5 . 8 3 9 0 7 5 1 . 0 7 5 1 2 0 
F i n a l C o m m u n a l i t y E s t i m a t e s： T o t a l = 6 . 9 1 4 1 9 5 
X I X 2 X 3 X 4 X 5 
0 . 7 1 7 8 4 3 0 . 7 5 3 7 1 7 0 . 6 6 4 0 3 7 0 . 3 9 3 2 4 5 0 . 7 1 1 6 3 5 
X 6 X 7 X 8 X 9 X 1 0 
0 . 7 7 0 1 8 9 0 . 7 0 9 2 3 1 0 . 8 2 7 4 9 9 0 . 7 7 6 3 4 8 0 . 5 9 0 4 5 2 
T h e S A S S y s t e m 60 
2 1 : 3 4 T u e s d a y , A p r i l 1 4 , 1 9 9 8 
R o t a t i o n M e t h o d： V a r i m a x 
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O r t h o g o n a l T r a n s f o r m a t i o n M a t r i x 
1 2 
1 0 . 8 6 3 4 3 0 . 5 0 4 4 7 
2 - 0 . 5 0 4 4 7 0 . 8 6 3 4 3 
R o t a t e d F a c t o r P a t t e r n 
F A C T 0 R 1 F A C T O R 2 
X I 0 . 8 4 1 6 9 0 . 0 9 6 9 2 
X 2 0 . 8 4 5 1 8 0 . 1 9 8 4 4 
X 3 0 . 7 4 2 5 7 0 . 3 3 5 6 0 
X 4 0 . 4 4 6 6 2 0 . 4 4 0 2 0 
X 5 0 . 7 6 9 7 9 0 . 3 4 5 0 5 
X 6 0 . 8 3 1 1 2 0 . 2 8 1 8 4 
X 7 0 . 7 8 3 5 2 0 . 3 0 8 7 5 
X 8 0 . 2 1 6 5 6 0 . 8 8 3 5 2 
X 9 0 . 2 3 3 3 2 0 . 8 4 9 6 5 
X 1 0 0 . 6 7 4 1 5 0 . 3 6 8 7 5 
V a r i a n c e e x p l a i n e d b y e a c h f a c t o r 
F A C T 0 R 1 F A C T O R 2 
4 . 6 2 6 7 1 8 2 . 2 8 7 4 7 6 
F i n a l C o m m u n a l i t y E s t i m a t e s： T o t a l = 6 . 9 1 4 1 9 5 
X I X 2 X 3 X 4 X 5 
0 . 7 1 7 8 4 3 0 . 7 5 3 7 1 7 0 . 6 6 4 0 3 7 0 . 3 9 3 2 4 5 0 . 7 1 1 6 3 5 
X 6 X 7 X 8 X 9 X 1 0 
0 . 7 7 0 1 8 9 0 . 7 0 9 2 3 1 0 . 8 2 7 4 9 9 0 . 7 7 6 3 4 8 0 . 5 9 0 4 5 2 
S c o r i n g C o e f f i c i e n t s E s t i m a t e d b y R e g r e s s i o n 
S q u a r e d M u l t i p l e C o r r e l a t i o n s o f t h e V a r i a b l e s w i t h e a c h F a c t o r 
F A C T 0 R 1 F A C T O R 2 
1.000000 1.000000 
T h e S A S S y s t e m 6 1 
2 1 : 3 4 T u e s d a y , A p r i l 1 4 , 1 9 9 8 
R o t a t i o n M e t h o d： V a r i m a x 
S t a n d a r d i z e d S c o r i n g C o e f f i c i e n t s 
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F A C T 0 R 1 F A C T O R 2 
X I 0 . 2 7 4 6 6 - 0 . 2 0 6 7 8 
X 2 0 . 2 4 2 3 8 - 0 . 1 3 3 1 2 
X 3 0 . 1 5 9 6 5 0 . 0 0 1 8 9 
X 4 0 . 0 1 7 2 4 0 . 1 7 6 8 0 
X 5 0 . 1 6 6 4 4 - 0 . 0 0 0 1 4 
X 6 0 . 2 0 9 6 8 - 0 . 0 6 7 0 0 
X 7 0 . 1 8 3 4 5 - 0 . 0 3 1 4 4 
X 8 -0。21313 0 . 5 7 9 5 7 
X 9 - 0 . 1 9 5 8 3 0 . 5 4 9 0 8 
X 1 0 0 . 1 2 3 7 6 0 . 0 4 8 9 3 
T h e S A S S y s t e m 62 
2 1 : 3 4 T u e s d a y , A p r i l 1 4 , 1 9 9 8 
B R A N D = 1  
V a r i a b l e N M e a n S t d D e v M i n i m u m 
F A C T 0 R 1 55 0 . 2 4 9 6 5 6 8 0 . 8 0 8 1 9 2 7 - 1 . 4 9 4 6 6 1 4 
F A C T O R 2 55 0 . 0 5 4 2 7 4 7 0 . 9 8 8 1 9 3 5 - 3 . 1 0 8 9 7 1 3 
V a r i a b l e M a x i m u m 
F A C T 0 R 1 1 . 5 8 6 8 9 1 4 
F A C T O R 2 1 . 8 7 1 4 2 7 9 
B R A N D = 2  
V a r i a b l e N M e a n S t d D e v M i n i m u m 
F A C T 0 R 1 55 0 . 3 5 2 9 9 1 2 0 . 8 5 9 1 6 5 5 -2 . 0 3 8 8 5 4 5 
F A C T O R 2 55 0 . 2 5 8 9 9 4 7 0 . 9 2 1 5 1 2 1 -2 . 3 9 2 5 6 0 4 
V a r i a b l e M a x i m u m 
F A C T 0 R 1 2 . 2 8 0 4 5 2 5 
F A C T O R 2 2 . 1 0 3 2 8 5 6 
B R A N D = 3  
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V a r i a b l e N M e a n S t d D e v M i n i m u m 
F A C T 0 R 1 55 - 0 . 6 7 4 4 5 9 1 0 . 7 6 4 5 8 3 2 - 2 . 5 4 1 6 5 4 2 
F A C T O R 2 5 5 0 . 1 1 8 4 9 8 9 0 . 9 1 7 0 8 2 7 - 2 . 7 6 8 3 5 3 9 
V a r i a b l e M a x i m u m 
F A C T 0 R 1 1 . 0 6 3 6 3 8 6 
F A C T O R 2 1 . 9 4 1 6 9 8 0 
B R A N D = 4  
V a r i a b l e N M e a n S t d D e v M i n i m u m 
F A C T 0 R 1 55 0 . 6 7 4 6 5 0 9 1 . 0 3 6 6 2 7 1 - 1 . 4 8 8 0 9 2 6 
F A C T O R 2 55 - 0 . 3 2 2 4 4 9 4 1 . 1 9 8 9 9 7 5 - 2 . 9 1 5 6 1 6 0 
T h e S A S S y s t e m 63 
2 1 : 3 4 T u e s d a y , A p r i l 1 4 , 1 9 9 8 
B R A N D = 4  
V a r i a b l e M a x i m u m 
F A C T 0 R 1 3 . 2 9 8 7 6 9 3 
F A C T O R 2 1 . 9 4 6 0 5 3 9 
B R A N D = 5  
V a r i a b l e N M e a n S t d D e v M i n i m u m 
F A C T 0 R 1 55 - 0 . 6 0 2 8 3 9 8 0 . 7 3 2 1 9 5 1 - 2 . 1 5 3 8 3 6 6 
F A C T O R 2 55 - 0 . 1 0 9 3 1 8 9 0 . 8 7 5 2 3 3 6 - 3 . 0 2 1 5 9 9 5 
V a r i a b l e M a x i m u m 
F A C T 0 R 1 1 . 0 6 3 6 3 8 6 
F A C T O R 2 1 . 5 3 0 7 1 3 0 
T h e S A S S y s t e m 64 
2 1 : 3 4 T u e s d a y , A p r i l 1 4 , 1 9 9 8 
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M o d e l： M 0 D E L 1 
D e p e n d e n t V a r i a b l e : X l l 
A n a l y s i s of V a r i a n c e 
S u m of M e a n 
S o u r c e D F S q u a r e s S q u a r e F V a l u e 
P r o b > F 
M o d e l 2 2 6 7 . 2 6 4 6 7 1 3 3 . 6 3 2 3 3 2 6 1 . 2 6 9 
0.0001 
E r r o r 2 7 2 1 3 9 . 1 2 0 7 9 0 . 5 1 1 4 7 
C T o t a l 2 7 4 4 0 6 . 3 8 5 4 5 
R o o t M S E 0 . 7 1 5 1 7 R - s q u a r e 0 . 6 5 7 7 
D e p M e a n 4 . 4 0 7 2 7 A d j R - s q 0 . 6 5 5 1 
C . V . 1 6 . 2 2 7 1 3 
P a r a m e t e r E s t i m a t e s 
P a r a m e t e r S t a n d a r d T f o r HO： 
V a r i a b l e D F E s t i m a t e E r r o r P a r a m e t e r = 0 
I N T E R C E P 1 4 . 4 0 7 2 7 3 0 . 0 4 3 1 2 6 6 0 1 0 2 . 1 9 4 
F A C T 0 R 1 1 0 . 8 6 0 5 2 3 0 . 0 4 3 2 0 5 2 3 1 9 . 9 1 7 
F A C T O R 2 1 0 . 4 8 4 6 8 5 0 . 0 4 3 2 0 5 2 3 1 1 . 2 1 8 
V a r i a b l e D F P r o b > |T 
I N T E R C E P 1 0 . 0 0 01 
F A C T 0 R 1 1 0 . 0 0 0 1 
F A C T O R 2 1 0 . 0 0 0 1 
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PERCEPTUAL MAP PLOTTING IN SAS PROGRAM 
PROGRAM 
d a t a m a p； 
i n f i l e ‘a：map.dat‘； 
i n p u t b a n k f a c t o r l f a c t o r 2； 
run； 
p r o c p l o t ; 
p l o t f a c t o r l * f a c t o r 2 / v r e f = 0 h r e f = 0 ; 
run； 
RESULT 
T h e S A S S y s t e m 6 6 
2 1 : 3 4 T u e s d a y , A p r i l 1 4 , 1 9 9 8 
P l o t o f F A C T O R l * F A C T O R 2 . L e g e n d : A = 1 〇bs, B = 2 〇bs, e t c . 
F A C T 0 R 1 , , 
0 . 8 八 , 
, A , 
0 . 6 八 , 
0 . 4 “ , 
, , A 
, , A 
0 . 2 八 , 
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0.0 ”ffffffffffffffffffffffffffAfffffffffffffffffffffffffff 
- 0 . 2 八 , 
- 0 . 4 “ , 
- 0 . 6 A A , 
, , A 
- 0 . 8 八 , 
/ f 
Sf^ffffffffffff^ffffffffffff^ffffffffffff^ffffffffffff^f 
- 0 . 4 - 0 . 2 0.0 0 . 2 0.4 
F A C T O R 2 
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WINDOWS L I S R E L 8.10 
BY 
KARL G JORESKOG AND DAG SORBOM 
This program is published exclusively by 
Scientific Software International, Inc. 
1525 East 53rd Street - Suite 530 
Chicago, Illinois 60615, U.S.A. 
Voice： (800)247-6113, (312)684-4920, Fax： (312)684-4979 
Copyright by Scientific Software International, Inc., 1981-93 . 
Partial copyright by WATCOM Group, Inc., 1993 and MicroHelp, Inc., 1993. 
Use of this program is subject to the terms specified in the 
Universal Copyright Convention. 
The following lines were read from file A:\BANK.LIS: 
Priority Banking 
Observed Variables: Y1 Y2 Y3 Y4 Y5 Y6 Y7 Y8 Y9 Y10 Yll 
Covariance Matrix from File a：bank.cov 
Sample size 55 













Attitude=Benefit Confide Subjnorm 
Subjnorm=Approve 
Intent=Attitude Subjnorm 
Set the error of Yll to 0.15 
Set the error of Subj norm to 0.15 
Path Diagram 
Admissibility check=off 
End of problem 
Sample Size = 55 
Priority Banking 
COVARIANCE MATRIX TO BE ANALYZED 
Y7 Y10 Yll Y2 Y3 Y4 
Y7 1.00 
Y10 0 .68 1.00 
Yll 0.53 0.51 1.00 
Y2 0 .32 0.38 0.47 1.00 
Y3 0.20 0.37 0.29 0.59 1.00 
Y4 0.5 8 0.39 0.45 0.33 0.07 1.0 0 
Y5 0.51 0.45 0.52 0.40 0.49 0.64 
Y6 0.55 0.44 0.26 0.10 0.16 0.59 
Y8 0.57 0.73 0.56 0.38 0.46 0.30 
Y9 0.68 0.71 0.49 0.33 0.30 0.43 
COVARIANCE MATRIX TO BE ANALYZED 
Y5 Y6 Y8 Y9 
Y5 1.00 
Y6 0.53 1.00 
Y8 0.52 0.46 1.00 
Y9 0.54 0.39 0.79 1.00 
Priority Banking 
Number of Iterations = 52 
LISREL ESTIMATES (MAXIMUM LIKELIHOOD) 
Y7 = 1.00*Attitude, Errorvar.= 0.33 , R^ = 0.67 
(0.11) 
3.05 
Y10 = 1.0 0*Subjnorm, Errorvar.= 0.19 , R^ = 0.81 
(0.074) 
2.52 
Yll = 1.00*Intent, Errorvar. = 0.15, R=> = 0.85 
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Y2 = 1.00*Confide, Errorvar.= 0.42 , R^ = 0.58 
(0.17) 
2.45 
Y3 = 1.02*Confide, Errorvar.= 0.40 , R^ = 0.60 
(0.30) (0.17) 
3.43 2.27 
Y4 = 1.00*Benefit, Errorvar.= 0.37 , R^ = 0.63 
(0.10) 
3.59 
Y5 = 1.02*Benefit, Errorvar.= 0.34 , R^ = 0.66 
(0.18) (0.10) 
5.84 3.35 
Y6 = 0.86*Benefit, Errorvar.= 0.53 , R^ = 0.47 
(0.17) (0.12) 
4.94 4.39 
Y8 = 1.0 0*Approve, Errorvar.= 0.21 , R^ = 0.79 
( 0 . 0 6 6 ) 
3 .17 
Y9 = 1.0 0*Approve, Errorvar.= 0.21 , R^ = 0.79 
(0.11) (0.067) 
8.68 3.21 
Attitude = 0.58*Subjnorm + 0.52*Benefit - 0.070*Confide, Errorvar.= 0.012 , 
(0.16) (0.18) (0.15) (0.091) 
3.71 2.82 -0.45 0.14 
R2 = 0.98 
Subjnorm = 0.92*Approve, Errorvar.= 0.15, R^ = 0.82 
(0.12) 
7 .59 
Intent = 0.79*Attitude + 0.0065*Subjnorm, Errorvar.= 0.43 , R^ = 0.50 
(0.45) (0.41) (0.12) 
1.76 0.016 3.44 
COVARIANCE MATRIX OF INDEPENDENT VARIABLES 
Benefit Confide Approve 
Benefit 0.63 
(0.19) 
3 . 26 
Confide 0.29 0.58 
(0.12) (0.23) 
2.32 2.51 
Approve 0.46 0.37 0.79 
(0.14) (0. 14) (0.20) 
3.33 2.71 4.04 
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COVARIANCE MATRIX OF LATENT VARIABLES 
Attitude Subjnorm Intent Benefit Confide Approve 
Attitude 0.67 
Subjnorm 0.67 0.81 
Intent 0.53 0.53 0.85 
Benefit 0.55 0.42 0.44 0.63 
Confide 0.31 0.34 0.24 0.29 0.58 
Approve 0.63 0.72 0.51 0.46 0.3 7 0.79 
GOODNESS OF FIT STATISTICS 
CHI-SQUARE WITH 28 DEGREES OF FREEDOM = 65.49 (P = 0.000077) 
ESTIMATED NON-CENTRALITY PARAMETER (NCP) = 37.49 
90 PERCENT CONFIDENCE INTERVAL FOR NCP = (17.64 ； 65.04) 
MINIMUM FIT FUNCTION VALUE = 1.21 
POPULATION DISCREPANCY FUNCTION VALUE (F0) = 0.69 
90 PERCENT CONFIDENCE INTERVAL FOR F0 = (0.33 ； 1 .20) 
ROOT MEAN SQUARE ERROR OF APPROXIMATION (RMSEA) = 0.16 
90 PERCENT CONFIDENCE INTERVAL FOR RMSEA = (0.11 ； 0.21) 
P-VALUE FOR TEST OF CLOSE FIT (RMSEA < 0.05) = 0.00072 
EXPECTED CROSS-VALIDATION INDEX (ECVI) = 2.21 
90 PERCENT CONFIDENCE INTERVAL FOR ECVI = (1.85 ； 2.72) 
ECVI FOR SATURATED MODEL = 2.04 
ECVI FOR INDEPENDENCE MODEL = 6.8 8 
CHI-SQUARE FOR INDEPENDENCE MODEL WITH 45 DEGREES OF FREEDOM = 351.34 
INDEPENDENCE AIC = 3 71.34 
MODEL AIC = 119.4 9 
SATURATED AIC 二 110.00 
INDEPENDENCE CAIC = 401.42 
MODEL CAIC = 200.69 
SATURATED CAIC = 2 75.40 
ROOT MEAN SQUARE RESIDUAL (RMR) = 0.074 
STANDARDIZED RMR = 0.074 
GOODNESS OF FIT INDEX (GFI) = 0.82 
ADJUSTED GOODNESS OF FIT INDEX (AGFI) = 0.64 
PARSIMONY GOODNESS OF FIT INDEX (PGFI) = 0.42 
NORMED FIT INDEX (NFI) = 0.81 
NON-NORMED FIT INDEX (NNFI) = 0.80 
PARSIMONY NORMED FIT INDEX (PNFI) = 0.51 
COMPARATIVE FIT INDEX (CFI) = 0.88 
INCREMENTAL FIT INDEX (IFI) = 0.8 8 
RELATIVE FIT INDEX (RFI) = 0.70 
CRITICAL N (CN) = 40.81 
Priority Banking 
SUMMARY STATISTICS FOR FITTED RESIDUALS 
SMALLEST FITTED RESIDUAL = -0.22 
MEDIAN FITTED RESIDUAL = 0.00 
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LARGEST FITTED RESIDUAL = 0.22 
STEMLEAF PLOT 
- 2 I 2 
- 1 I 65 
- 1 I 21 
-0I98765 
-0I33 3 2111000000000000000 
0I1112222444 
0I5555677788 
1 I 0 
1 I 9 
2 I 2 
SUMMARY STATISTICS FOR STANDARDIZED RESIDUALS 
SMALLEST STANDARDIZED RESIDUAL = -3.33 
MEDIAN STANDARDIZED RESIDUAL = 0.05 
LARGEST STANDARDIZED RESIDUAL = 3.08 
STEMLEAF PLOT 
- 3 | 3 
- 2 I 91 
-1I7777610 
- 0 I 86654420000000000 
0 I 112222333345666999 
1 I 02223668 
2|5 
3|1 
LARGEST NEGATIVE STANDARDIZED RESIDUALS 
RESIDUAL FOR Y4 AND Y3 -3.33 
RESIDUAL FOR Y8 AND Y4 -2.88 
LARGEST POSITIVE STANDARDIZED RESIDUALS 
RESIDUAL FOR Y5 AND Y3 3.08 
THE MODIFICATION INDICES SUGGEST TO ADD THE 
PATH TO FROM DECREASE IN CHI-SQUARE NEW ESTIMATE 
Y5 Confide 11.2 0.66 
THE MODIFICATION INDICES SUGGEST TO ADD AN ERROR COVARIANCE 
BETWEEN AND DECREASE IN CHI-SQUARE NEW ESTIMATE 
Y4 Y3 11.8 -0.26 
Y5 Y3 12.2 0 .26 
THE PROBLEM USED 16408 BYTES (= 0.1% OF AVAILABLE WORKSPACE) 
TIME USED: 2.4 SECONDS 
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WINDOWS L I S R E L 8.10 
BY 
KARL G JORESKOG AND DAG SORBOM 
This program is published exclusively by 
Scientific Software International, Inc. 
1525 East 53rd Street - Suite 530 
Chicago, Illinois 60615, U.S.A. 
Voice： (800)247-6113, (312)684-4920, Fax： (312)684-4979 
Copyright by Scientific Software International, Inc., 1981-93. 
Partial copyright by WATCOM Group, Inc., 1993 and MicroHelp, Inc., 1993. 
Use of this program is subject to the terms specified in the 
Universal Copyright Convention. 
The following lines were read from file A:\BANK:i.LjIS: 
Priority Banking 
Observed Variables： Y1 Y2 Y3 Y4 Y5 Y6 Y7 Y8 Y9 Y10 Yll 
Covariance Matrix from File a:bank.cov 
Sample size 55 














Set the error of Yll to 0.15 
Set the error of Subjnorm to 0.15 
Path Diagram 
Admissibility check=off 
End of problem 
Sample Size = 55 
Priority Banking 
COVARIANCE MATRIX TO BE ANALYZED 
Y7 Y10 Yll Y4 Y5 Y6 
Y7 1.00 
Y10 0.68 1.00 
Yll 0.53 0.51 1.00 
Y4 0 .58 0.39 0.45 1.00 
Y5 0.51 0.45 0.52 0.64 1.00 
Y6 0 .55 0.44 0.26 0.59 0.53 1.00 
Y8 0.57 0.73 0.56 0.30 0.52 0.46 
Y9 0.68 0.71 0.49 0.43 0.54 0.39 
COVARIANCE MATRIX TO BE ANALYZED 
Y8 Y9 
Y8 1.00 
Y9 0.79 1.00 
Priority Banking 
Number of Iterations = 25 
LISREL ESTIMATES (MAXIMUM LIKELIHOOD) 
Y7 = 1.00*Attitude, Errorvar.= 0.33 , R^ = 0.67 
(0.11) 
3 . 05 
Y10 二 1.00*Subjnorm, Errorvar.= 0.19 , R^ = 0.81 
(0.075) 
2 .57 
Yll = 1.00*Intent, Errorvar.= 0.15, R=> = 0.85 
Y4 = 1.00*Benefit, Errorvar.= 0.34 , R^ 二 0.66 
(0.10) 
3.36 




Y6 = 0.86*Benefit, Errorvar.= 0.51 , R^ = 0.49 
(0.17) (0.12) 
5.11 4.29 
Y8 二 1.0 0*Approve, Errorvar.= 0.23 , R^ = 0.77 
(0.070) 
3.33 
Y9 = 1.03*Approve, Errorvar.= 0.19 , R^ = 0.81 
(0.12) (0.066) 
8.61 2.87 
Attitude = 0.5 7*Subjnorm + 0.49*Benefit, Errorvar.= 0.013 , R^ = 0.98 
(0.14) (0.16) (0.089) 
4.14 3.15 0.14 
Subjnorm = 0.92*Approve, Errorvar.= 0.15, R^ = 0.81 
(0.12) 
7.40 
Intent = 0.79*Attitude, Errorvar.= 0.43 , R2 = 0.49 
(0.16) (0.12) 
5.06 3.46 
COVARIANCE MATRIX OF INDEPENDENT VARIABLES 
Benefit Approve 
Benefit 0.66 
( 0 . 2 0 ) 
3 .35 
Approve 0.46 0.77 
(0.14) (0.19) 
3 .32 3.95 
COVARIANCE MATRIX OF LATENT VARIABLES 
Attitude Subjnorm Intent Benefit Approve 
Attitude 0.67 
Subjnorm 0.67 0.81 
Intent 0.53 0.53 0.85 
Benefit 0.57 0.43 0.45 0.66 
Approve 0.63 0.71 0.50 0.46 0.77 
GOODNESS OF FIT STATISTICS 
CHI-SQUARE WITH 17 DEGREES OF FREEDOM = 31.15 (P = 0.019) 
ESTIMATED NON-CENTRALITY PARAMETER (NCP) = 14.15 
90 PERCENT CONFIDENCE INTERVAL FOR NCP = (2.25 ； 33.85) 
MINIMUM FIT FUNCTION VALUE 二 0.58 
POPULATION DISCREPANCY FUNCTION VALUE (F0) = 0.26 
90 PERCENT CONFIDENCE INTERVAL FOR F0 = (0. 042 ； 0 .63) 
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ROOT MEAN SQUARE ERROR OF APPROXIMATION (RMSEA) = 0.12 
90 PERCENT CONFIDENCE INTERVAL FOR RMSEA = (0.05 0 ； 0.19) 
P-VALUE FOR TEST OF CLOSE FIT (RMSEA < 0.05) = 0.051 
EXPECTED CROSS-VALIDATION INDEX (ECVI) 二 1.28 
90 PERCENT CONFIDENCE INTERVAL FOR ECVI = (1.06 ； 1.65) 
ECVI FOR SATURATED MODEL = 1.33 
ECVI FOR INDEPENDENCE MODEL = 5.49 
CHI-SQUARE FOR INDEPENDENCE MODEL WITH 28 DEGREES OF FREEDOM = 280.46 
INDEPENDENCE AIC = 296.46 
MODEL AIC = 69.15 
SATURATED AIC = 72.00 
INDEPENDENCE CAIC = 3 2 0.52 
MODEL CAIC = 126.29 
SATURATED CAIC = 180 . 2 6 
ROOT MEAN SQUARE RESIDUAL (RMR) = 0.051 
STANDARDIZED RMR = 0.051 
GOODNESS OF FIT INDEX (GFI) = 0.89 
ADJUSTED GOODNESS OF FIT INDEX (AGFI) = 0.77 
PARSIMONY GOODNESS OF FIT INDEX (PGFI) = 0.42 
NORMED FIT INDEX (NFI) = 0.89 
NON-NORMED FIT INDEX (NNFI) = 0.91 
PARSIMONY NORMED FIT INDEX (PNFI) = 0.54 
COMPARATIVE FIT INDEX (CFI) = 0.94 
INCREMENTAL FIT INDEX (IFI) = 0.95 
RELATIVE FIT INDEX (RFI) = 0.82 
CRITICAL N (CN) 二 58.92 
Priority Banking 
SUMMARY STATISTICS FOR FITTED RESIDUALS 
SMALLEST FITTED RESIDUAL = -0.16 
MEDIAN FITTED RESIDUAL = 0.00 
LARGEST FITTED RESIDUAL = 0.09 
STEMLEAF PLOT 
- 1 I 6 
- 1|3 
- 0 丨 6 
-0I4432221100000000000 
0 I 1112233 
0 I 6667789 
SUMMARY STATISTICS FOR STANDARDIZED RESIDUALS 
SMALLEST STANDARDIZED RESIDUAL = -2.87 
MEDIAN STANDARDIZED RESIDUAL = 0.04 
LARGEST STANDARDIZED RESIDUAL = 1.51 
STEMLEAF PLOT 
- 2 丨 9 
- 2 I 
- 1 I 65 
- 1 I 2 







LARGEST NEGATIVE STANDARDIZED RESIDUALS 
RESIDUAL FOR Y8 AND Y4 -2.87 
THE PROBLEM USED 10864 BYTES (= 0.1% OF AVAILABLE WORKSPACE) 
TIME USED: 2.2 SECONDS 
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